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PRELIMINARY DOPE FOR YOU. Vibration 
that would almost shake the fillings out 
of a guy’s teeth, were the conditions faced 
by T&B Sta-Kon* Pressure (solderless) 
Terminals** during their four years of 
combat service. 


More than a billion of them got their 
gruelling tests by being connected up in 
critical locations in Battle-wagons, Air- 
craft, Tanks, Ordnance, Subs, Fire Con- 
trol, Radar, Sound Equipment, etc. 


NEEDLESS TO SAY, T&B STA-KON 
TERMINALS*** ARE 
ELECTRICALLY AS WELL AS 
MECHANICALLY PERFECT. 


HERE'S YOUR MARKET. Back home, Sta- 
Kon Terminals have a brilliant future in 
every factory that buttons up wire sizes 
222 through 250 MCM, and that is open 
minded about new ways to increase as- 
sembly speed on their production lines. 
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AND HERE’S YOUR BACON. Wholesaler'§ 
Salesmen, who know which factories it 
your territory terminate wires in quan 
tity, can cash in on these tips, and set uf 


some nice repeat business for your orde 
books. 


AND YOUR PROTECTION. Sta-Kon Termis 
nals, like all T&B products, are sold 
come hell and high water, only throug 


the competent service organizations 0 
T&B Electrical Wholesalers. 


TO MAKE YOUR SELLING EASIER. Let us : 
send you a kit of Sta- Kon Terminals, com 
plete with hand tool, to illustrate th 
Sta-Kon principle, and all essential powe 
tool information, and a fist full of Sta- 
Kon samples, and selling ideas to show 
users of soldered terminals the error 0 


their ways. Just address: Sta-Kon Depart: 
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ment, at our head office. 
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THE GERMAN ECONOMIC PEACE 
HARD, SOFT...or WORKABLE? 





tered in spelling out the detailed terms of the German 
economic settlement. 


The problem is exceedingly complex. The German 


[: is not surprisifg that difficulties are being encoun- 


) economy is more or less inextricably bound up with the 





economy of continental Europe. Before the war that area 
—excluding the United Kingdom, Ireland and Russia— 
accounted for approximately one-fourth of the world’s 
production, and for more than thirty-five per cent of 
world import and export trade. Germany’s production 
constituted almost one-third of the output of continental 
Europe. It is obvious that the decisions we make now 
concerning the future German economy will exert pro- 
found influence not only upon the economy of Europe 


) but also upon that of the world. It is clearly not prac- 


ticable to plan for an expanding world economy unless 
provision is made for Europe generally to share in the 
development. 

Despite the magnitude and complexity of the problems 
involved, it is crucial that we and our Allies come to swift 
and decisive agreement. Such agreement is important 
both to world economic reconstruction, and as a demon- 
stration that those who won the war can reach accord on 
the terms of world economic rehabilitation. 

We shall accomplish little if we continue to debate in 
terms of adjectives. Yet most of the public discussion to 
date has centered around whether or not the economic 
settlement with Germany should be hard or soft. To make 
progress we must focus instead upon objectives. A good 
program is one that will promote our objectives—a bad 
program is one that will not. 


What Are We Trying To Accomplish? 


Upon the economic objectives of the German peace 
settlement there is little fundamental debate. This is 
demonstrated by reference to a number of documents of 
recent release—the United States Directive to General 
Eisenhower of April 1945, the Report of the Tripartite 
Conference at Berlin of July, the Report of the American 
Advisors to the Office of Military Government of Sep- 
tember. The latter document stresses fundamental diffi- 
culties in developing a practical program for carrying 

ut the objectives of the other two, but it does not ques- 
ion their formulation of aims. 

What are the objectives that we are seeking to forward: 

1. The disarmament of Germany. 


2. The elimination of German industries devoted pri- 
marily to armament production. 


3. The assessment of reparations to compensate those 
nations which have suffered losses from German ag- 
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gression through direct war destruction and through 
the German policy of confiscating industrial equip- 
ment to her own use. 


How Far Are We Agreed on Procedure? 


There is also a wide measure of agreement upon de- 
tailed procedure for carrying out these objectives. No 
one, of course, questions the policy of confiscating 
German arms. Equally, there is agreement that German 
industry devoted directly to the production of war equip- 
ment should be confiscated or destroyed, and that con- 
trol measures should be instituted and sustained to 
prevent her from reconstituting such industries in the 
future. Since it is not practicable to prevent aircraft pro- 
duction and shipbuilding from being diverted to military 
use, these industries are included in the armament cate- 
gory. And similar reasoning generally extends the list 
of prohibited industries to ball bearings and abrasives. 


There is an additional category of German production 
which all of the Allied powers agree should be uprooted 
and permanently barred. It embraces all economic activ- 
ity which prewar Germany cultivated on an uneconomic 
basis through subsidy and other protection for the prime 
purpose of developing a self-sustaining economy to sup- 
port aggressive war. 

The major elements in this category are not difficult 
to define. A great German industry for the synthetic pro- 
duction of gasoline and other oil products from coal never 
operated upon an economic basis. The cost of such fuel 
products to prewar Germany averaged almost four times 
what it would have cost her to buy petroleum products 
in the world market. It is doubtful whether these plants 
could be operated postwar at a cost much below three 
times the world market price for competing petroleum 
products. 


A similar situation applies to German synthetic rubber 
production. In an attempt to free herself at least partially 
from dependence upon supply lines, she produced syn- 
thetic rubber at a cost at least double the world market 
purchase price. Similarly, she protected or otherwise 
subsidized a considerable agricultural production, par- 
ticularly in grains, for which her lands were so ill suited 
that Germans had to pay for German-grown wheat from 
three to four times the world market price. 


These are merely outstanding examples. The main- 
tenance of such activities in Germany constituted a drain 
upon the German economy rather than an advantage 
other than that of preserving a self-sufficiency necessary 
for war. Hence their elimination is clearly indicated, and 
generally subscribed to, though the job of defining a com- 
plete list is far from easy, 


45 





What Is The Area of Dispute? 


Unfortunately, this total catalogue of agreed-upon 
measures is not sufficient to provide either adequate 
security against a resurgence of German militarism or 
satisfactory restitution to her European neighbors for 
Germany’s ruthless destruction of their industrial plant 
and equipment. To serve these two ends it is necessary 
to cut down the margin of German dominance in heavy 
industry—in steel, in electric power, in machine tools, 
and other industrial equipment. Unless such steps are 
taken, Germany will emerge from the war with sufficient 
industrial power to provide a continuing and perhaps 
uncontrollable military threat; and we should be per- 
petuating a dominance that was developed, as a matter 
of German strategy, far beyond the requirements of her 
civilian domestic markets or the export potentials of 
normal trade. 


German steel capacity was built to a wartime peak of 
twenty-four million tons a year. Before the war she had 
accumulated a store of machine tools greater than that 
of the United States, and her present stock of some four 
or five million tons of such tools is second only to ours. 
There is little debate over the necessity and justice of 
cutting down the margin of German dominance in heavy 
industry, particularly since it was built to its current 
levels through aggressive economic warfare to serve as 
an instrument of actual warfare. It is recognized, too, 
that in this sector of the German economy will be found 
the most useful reparations in kind for the countries 
damaged by German aggression. 


The question is how much heavy industry and electric 
power equipment should be taken from Germany and 
transferred to others. The Russians, having experienced 
colossal war damage, are demanding very severe assess- 
ments. They talk of reducing postwar German steel 
capacity to three million tons annually. 


The United States inclines to assessments in this field 
of less extreme dimension—we have suggested leaving 
in Germany an annual steel capacity of from seven to 
ten million tons. We naturally are concerned lest action 
be taken that will cause a complete breakdown of the 
German economy. If this should happen while we main- 
tain occupational forces there, we should feel responsible 
for seeing that the Germans within our jurisdiction are 
provided with at least the means for subsistence. Further- 
more, both we and the British know that in the long run 
our peoples will not support control measures over Ger- 
many which go beyond our concepts of reasonable fair- 
ness consistent with security requirements. 


It is no part of our intention, as has been suggested 
by some, to provide for a German economy that will 
serve as a buffer against Russian expansion. We know, 
however, that our weakest course would be to commit 
ourselves now to continuing control measures which our 
people would later repudiate as falling outside demo- 
cratic concepts of justice. On this issue we cannot, and 
should not, compromise. 


How Can We Resolve Our Differences? 


The best chance for resolving the differences which 
have appeared between the Russian position on the one 
hand and the American and the British position on the 


other lies in making a sharper distinction than has ap- 
peared in current discussion between long-term and 
short-term control decisions. All of us are agreed upon 
the policy of wiping out German military production and 
that part of German economic activity which has been 
run at economic loss to provide for a national self-sufii- 
ciency useful only for war purposes. But we are unwill- 
ing to enter into long-term commitments for holding 
down those parts of the German economy that do not 
constitute a war threat. That would unduly penalize 
future generations of Germans and drag down the whole 
economy of continental Europe. 


It should be possible to reach agreement that measures 
for cutting down German heavy industries and power- 
generating facilities are immediate measures, and that 
no attempt will be made to sustain such controls over 
an extended period. If part of the German establishment 
in these fields is transferred to countries whose manu- 
facturing resources have been damaged by German ag- 
gression, it can serve the purpose of effecting a reasonable 
balance without destroying utterly incentives for a new 
generation of Germans to improve by peaceful methods 
their status in a peacetime world. 


Such a program is consistent with the concept of build- 
ing a healthy and balanced European economy in which 
general economic interdependence provides one of the 
essential safeguards against a resurgence of German mili- 
tarism. We must still face the problem of agreeing upon 
how far the non-armament segments of German indus- 
try can be cut back at the present juncture without lead- 
ing to disastrous breakdown with its resultant chaos 
Such definition, though formidably difficult, should not 
be beyond the capacities of the nations whose combined 
might brought victory, and who have the strongest of 
incentives for devising a lasting peace. 


The key to agreement lies in each of us doing his best 
to understand the position of the other. Russia must 
recognize that we cannot get our people to subscribe to 
the permanent repression of a European economy which 
would deny to millions of people any hope of normal 
economic betterment. We should try to understand 
Russia’s conviction that she is entitled immediately to 
reimburse herself for her war losses by drawing upon 
the German industrial establishment that still exists. It 
will help to resolve our differences if we separate in our 
thinking steps that require permanent controls from 
those which are merely temporary expedients. 


Neither of us will be forwarding our ultimate and com- 
mon objectives if we impose controls that blight the 
development of so large and important a segment of 
the world as continental Europe. In such a blight lies 
the germ of a Third World War. 





President, McGraw-Hill Publishing Co., Inc 
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Surplus Goods Disposal Latest plan for stim- 
ulating surplus goods disposal, if finally approved 
by Congress, would in a sense make all of the coun- 
try’s wholesalers eligible for being put on the staff of 
the official disposal agencies. 

That wholesalers should be nominated officially for 
such an important task, of course, is a compliment in- 
deed. However, it may be valued as such particularly 
by the electrical wholesalers because W. Stuart Sym- 
ington, Surplus Property Administrator and sponsor 
of the plan, apparently considers the experience with 
electrical wholesalers he gained as president of Emer- 
son Electric Manufacturing Co. so very satisfactory 
that he decided to include in his new plan the func- 
tional participation of the country’s wholesalers. 

No one in the country knows better than Mr. 
Symington the staggering totals of surplus goods, in 
both volume and variety, for which the government 
would like to find buyers. Using the obvious approach 
of the experienced merchandiser, Mr. Symington con- 
cluded that the number and type of outlets plugging 
the sale of those goods would determine the speed of 
disposal. Needing to reach the largest possible number 
of small buyers in the shortest possible time he wants 
to employ the wholesalers in their traditional function. 

Quoted objective of the plan for using the whole- 
saler is, to make it more convenient for veterans to 
buy surplus property for business purposes at the same 
discounts and under comparable conditions as buyers 
classed as large dealers. (They would no longer need 
to go to one of only eleven “outlets” in the United 
States—the eleven “local” offices of the U. S. Depart- 
ment of Commerce to take advantage of the special 
privileges extended to them under the Surplus Prop- 
‘rty Act.) 

To accomplish this, veterans will be classified in 
Group I, if they are employees who need certain tools 
and equipment to carry on their work and in Group II 
if they are actually operating a business or are intend- 
ing to start one. 

Enjoying the status of “large dealer,” those in the 
first group would be allowed to buy up to $1,000 in 
merchandise while the limit for veterans in the second 
group would be $20,000. 

After being classified, the prospective buyer would 
receive from the Veterans Administration a book of 
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special coupons in an amount equal to his proposed 
purchase, which coupons would be presented to the 
wholesaler as the veterans’ permit to buy surplus 
property to the limit of the amount covered by the 
coupons. 

However, it is pointed out that to buy under the new 
plan the veteran would have to pay the dealer’s price, 
while at present he can buy direct from any Recon- 
struction Finance Corporation’s disposal agency at 
wholesale price. But, the veterans would have time, 
money and possible disappointment because, with the 
local wholesaler in the picture, all long and expensive 
trips to the nearest R.F.C. agency would be eliminated. 

In submitting the plan to the Surplus Property 
sub-committee of the Senate Military Affairs Commit 
tee, Mr. Symington pointed out that “It is the best 
solution that we can devise for dealing with the prob- 
lem of distribution.” He stated also that unless some 
such program is worked out, the Government might be 
faced with the alternative of having to establish Fed- 
eral retail stores. 

The proposal will have to receive the approval of 
Congress, before it can become part of the Surplus 
Property Act, and those who have heard Mr. Syming- 
ton put on his sales talk in favor of the plan believe 
that Congress will take favorable action. 


* 
As Is —Where Is Elsewhere we are com- 


menting on the new plan for surplus goods disposal 
which, if approved by Congress, would make wholesal- 
ers function as more or less official disposal agencies. 

The terms on which goods would be supplied to 
wholesalers and provisions for transportation charges, 
shrinkages, shortages, damages, handling costs and 
operating profits are at present obscured. And it 1s 
possible that those details will be worked out to the 
satisfaction of all concerned. 

However, we wish to give here a word of warning. 
If those details are not worked out completely and to 
the satisfaction of all, then it would be best to move 
cautiously until such is the case. 

That term “As Is—Where Is” not only can cover 
the proverbial “multitude of sins” but also can breed no 
end of headaches for the unwary wholesaler. Regard- 

(Continued on page 53) 
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Sales Story! 





= Yes, this Fleur-O-Lier Label the buyer regarding quality and value. 


does a great job for your cus- And, you'll be giving the kind of satisfac- 


tomers. But don’t forget, it does a lot tion that builds steadily increasing long- 


for you. continued business. 


When you feature luminaires with this ake Fleur-O-Lier labeled fixtures stand- 
label, sales come faster. 


You don’t need to spend time reassuring will do better! : 


Naturally, Certified Ballasts and Starters are a key part of Fleur-O-Lier Certification. 


Fleur-O-Lier Manufacturers, 2116 Keith Building, Cleveland 15, Ohio 


FLEUR-O-LIER <«-- 


CERTIFIED FIXTURES FOR FLUORESCENT LIGHTING 


Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open to any manufacturer who complies with FLEUR-O-LIER requirements i 
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(Continued from page 49) 
less of what may be the basis of the transactions by and 
for the Surplus Property Administration, when John 
Doe, Veteran, comes into the XYZ Electrical Whole- 
sale Company to cash in his coupons, he ceases in his 
mind doing business with the Government, and be- 
comes a customer of X YZ. 

If the “surplus” tape he gets “don’t stick,” if the 
fittings are partially corroded, if the cable’s insilation 
cracks off or peels off when the coil or reel is un- 
wound, if one or more of a dozen different things has 
happened to affect the condition of the product BE- 
FORE the “XYZ” put the stuff in its warehouse, 
John Doe, Veteran, is going to look for replacement, 
credit or adjustment just in one direction, namely: 
to the “X YZ” company and nobody else. If he doesn't 
get it, “XYZ” will be cussed up, down and_ back 
again and may suffer serious consequences through 
unjustified loss of reputation and good will. 

We recommend that wholesalers avoid all unpleas- 
antness by observing the following suggestions: 

1) Do not mix surplus goods with “regular,” new, 
and bought-from-manufacturer merchandise. 

2) Place separate stock controls on “surplus” goods, 
the condition of which is uncertain. 

3) Have all orders for that type of ‘“surplus’’ mer- 
chandise cleared and priced by one individual or 
agency. 

4) On all surplus goods invoices, covering other 
than absolutely fresh and new goods in the original 
package place a rubber stamp, reading approximately 
as follows: “This invoice covers surplus goods that 
were received by us ‘As Is’ from the United States 
Government, and were delivered by us in the same 
‘As Is’ condition to the purchaser under the provisions 
of the Surplus Property Act. Under the circumstances 
we cannot assume responsibility for their condition.” 


* 
Christmas Money For many years we have 


found an unusually accurate prognosticator of forth- 
coming Christmas trade in an analysis of impending 
listribution of funds by Christmas Clubs. If past per- 
rmance counts for anything, we may have this year 
ie biggest holiday trade since 1929. 
We are advised by Christmas Club, a corporation, 
at beginning November 26 those 5,000 banking and 
vings institutions that stimulate saving and _ thrift 
rough Christmas Clubs will distribute approximately 
50,000,000 to about 7,600,000 members—an average 
$72.00 per member as compared to $70.00 last year. 
Significant fact, uncovered by a recent cross section 
rvey of members was that approximately 2 percent 
ss of the funds paid club members will be used for 
tying Victory Bonds or for other forms of saving 
dicating that with the war out of the way, the gate is 
wly going down to more easy spending. 
Biggest slice of the earmarked for 
aking Christmas purchases, with Victory Bonds, sav- 
gs, insurance premiums, debt retiring and taxes get- 
ig shares of the balance. It appears certain that 
ectrical dealers will be able to sell all the merchan- 
se that they can deliver. 


ff 


money is 
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Pricing Paradox Yes—we are still for price 
control-and we are not going back on our friend 
Chester Bowles, because we feel sincerely that he is 
doing an earnest, honest and highly conscientious job. 

But—how would you like to be made captain of a 
football team and while trying to hold the other guys 
on the one yard line suddenly have the coach call 
signals from the sideline that make your boys shake 
in their boots. 

OPA Bowles holds the line against the auto makers’ 
demands for substantial price increases while the 
United Auto Workers demand a thirty percent wage 
increase. Up comes the coach from the White House 
with a demand for twenty percent pay increase for 
government workers.—Who’d want to be quarterback 
on the OPA team when a thing like that can happen ? 


* 
That Hotel Market Remember how we have 


been prodding you, to go after that hotel market ? Well, 
maybe some of you did and others thought we were 
barking up the wrong tree. 

Now witness the fact that at the recent National 
Hotel Exposition, in New York, hotel owners and 
managers from throughout the country had placed firm 
orders for well above $500,000,000 worth of goods by 
Thursday night. 

James H. McCabe, general manager of Statler’s 
Pennsylvania Hotel, said that he never saw such a rush 
of advance orders in the 30-year history of the exposi- 
tion. The American Hotel Association predicted that 
the final count might show that total of orders ap- 
proached $600,000,000 and—that ain’t hay! 

Any hotels in your territory ? 
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AND ECONOMY 


®@ Use of Power Circuit 
Transformers Widely Extended 


With the higher entrance voltages now in vogue— 
lower voltage circuits for lights and appliances are 
served through Jefferson Electric Power Circuit 
Transformers placed at various locations. 
With the greater use of 230-volt and 460-volt 
motors—the 115-volt service for the control cir- 
is likewise furnished by these same type 
installed adjacent to or directly on 


lerving 230-Volt secondary current 
verters in special product testing 
460-Volt. 


Jefferson Electr 
Have Years of Pe 


Installed in many of the co ye iat ——s 
facturing plants— performance ¥e P 

years of successful operation. 
their uniformity of quality, superior & 
conformity with the very latest engineerfi@ 

Just off the press, Bulletin 451-PCT, contains sug- 

gestions and installation applications. A copy is 
yours for the asking. JEFFERSON ELECTRIC COM- 
PANY, Bellwood (Suburb of Chicago), Illinois. In 
Canada: Canadian Jefferson Electric Co., Ltd., 384 Pape 
Avenue, Toronto, Ont. 


Waaa701 


Power Circuit—Dry Type *"/ 


New Bulletin 451-PCT 


‘ 


Transformer with built-in Overload Circuit Breaker 
{ be A Ni y & O R M i ke a located near motor and control push button station, 
Motor operates at 230-Volts—controls at 115-Volts. 
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SOURCE The figures we use as basis for these monthly 
comparisons of performance in the electrical wholesaling 
field are collected and compiled by the Bureau of the 


Business Index 
For the Month of August 1945 


SALES During August, the last month of World 
War II, sales of electrical goods by wholesalers through- 
out the country again climbed, reaching an average of 
144 percent of the 1939 average monthly sales. 

Although this sales figure did not represent the 
highest point reached during the War years, or even 
recently, it was encouraging to the wholesaling industry 
because it indicated that wholesalers’ sales were con 
tinuing at a high level at a time when much of the 
nation’s business had begun to feel the throes of exten 
sive reconversion, cutbacks, etc., that followed the vic- 
tory in Europe. 

When compared to the same month of the previous 
year, wholesalers’ sales volume in August showed a 
gain of 10 percent. This was higher than the increase 
reported from any of the related fields of business. 
Machinery equipment and supplies showed a 4 percent 
yearly gain in sales, but the general hardware, industrial 
supplies, and plumbing and heating supply fields all 
reported declines in sales compared with August 1944. 


IN V E N T 0 Ri E S Electrical wholesalers’ stocks in 


\ugust, as averaged from country-wide reports, were 
at 107 percent of the 1939 average monthly level. Com- 
pared to the previous month, wholesalers’ inventories 
showed a 2 percent gain. 

Thus, the wholesaler’s inventory situation continued 
to improve in August in spite of continuing shortages 
of many materials and products, and at a time when 
reconversion problems were affecting many branches 
of the industry. 

Compared to other fields of wholesaling, the elec- 
trical wholesaler also made out very well during August 
in the quantities of stock on hand. While he was re- 
porting an increase of 35 percent above inventories of 
August of last year, the general hardware group of 
wholesalers reported a decline in stocks of 2 percent, 
while the industrial supply distributor showed only a 
2 percent gain, and the plumbing supply jobber had 
only a 15 pereent gain in inventory. 


COLLECTIONS Collection percentages for August 


1945 were 92 percent, up 1 percent from the same 
month of 1944 and down 1 percent compared to the 
previous month. Accounts receivable in August were 
up 10 percent compared with the same month of last 
year, and down 1 percent from July 1945. 
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WITH THIS FAMOUS 















NAME 





This distinguished trade mark in the electrical wire and cable industry is 
once again the hallmark of quality on Cords and Cord Sets. 


General Cable research and advanced engineering, plus expanded facilities 
. and war-developed techniques have been adapted to the production of 
Se cords and sets that represent entirely new standards of quality and value. 


Whatever your requirements may be, General Cable is now ready to 
serve you with a complete line of quality cords and cord sets. 


GENERAL CABLE 


co BPOQORATIAIEOON 





General Cable Corporation Sales Offices are located at Atlanta, Boston, Buffalo, Chicago, 
Cincinnati, Cleveland, Dallas, Detroit, Houston, Kansas City (Mo.), Los Angeles, New Yorks 
Philadelphia, Pittsburgh, Rome (N.Y.), St. Louis, San Francisco, Seattle, Washington (D. C.) 
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REGIONAL ANALYSIS 


‘ ‘ONSIDERABLE unevenness in the balance of 

Asales among the nine regions is evident from the 
reports of wholesalers during August, with one group 
of states reporting sales 16 points above the national 
figure, and another as low as 11 percent below. 

As August represented a month in which many in- 
dustries already had felt the effects of various types of 
readjustment following V-E Day, it would be logical 
to assume that the predominantly industrial regions 
would show the most severe month to month declines. 
This was true in the cases of the industrial Middle 
Atlantic States and the Pacific Coast region, but exactly 
the opposite condition was reported from wholesalers 
in the New England Stayes and region 3, the East 
North Central States. The latter two groups of states 
reported sales above the national figure, with New Eng- 
land topping all regions with a 12 percent gain over 
July. 

When compared with the same month of last year, 
several regions showed exceptional gains in inventories. 
The West North Central States were up 34 percent, re- 
flecting, probably, preparations for supplying the much 
larger farm demand that followed relaxation of WPB 
controls over the sale of electrical supplies to farmers 
last Fall. Showing an even larger gain was region 8, 
the Mountain States, where the last year has seen the 
development of many very large military projects, par- 
ticularly for the Navy. 

Inventories, too, were poorly distributed among the 
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AUGUST, 1945 


Figures in this table apply to the geographic divisions 
as outlined and numbered in color on map above 











SALES INVENTORIES 
August 1945 Trading August 1945 
Compared in °/, with Region Compared in % with 
July Aug. July Aug. 
1945 1944 [See MaPll jogs 1944 
112 108 | 101 132 
85 99 2 105 134 
102 115 3 107 144 
103 134 4 98 128 
105 118 5 96 136 
92 127 6 104 152 
89 115 7 109 149 
102 147 8 102 143 
92 92 9 101 126 
96 110 For 102 135 
U.S.A. 























groups of states. Although, for the country as a whole, 

a 2 percent gain was reported, two regions, nos. 4 andf 
5, showed declines in stocks of electrical goods. Out- 

standing were the New England States, which were 

able to report an increase in inventories at the same 

time that sales had increased 12 percent above thef 
previous month. 
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To SELL MORE Appliances 
—Teach Dealers How To Profit 





Legion came out with a story 
stating sales, service and dis- 
tribution fields rather than _ the 
manufacturing branches of indus- 
try would have to provide the bulk 
of new post-war jobs needed to 
maintain sound economy. It wasn’t 
kidding. If we are to supply jobs 
to fill increased capacity in manu- 
facturing created by the war we 
have to consume nearly half again 
as much as we did previous to Pearl 
Harbor and that means we have to 
sell aggressively and intelligently. 
Our success in the war was due 
to careful planning and timing... 


eigen ago the American 


By Bret C. Neece* 


step by step our armies routed the 
enemy out of Africa, Italy, France 
and Germany. D-Day was the goal, 
carefully planned, which resulted in 
the eventual fall of our enemies. 
Likewise, we must as a nation 
carefully plan our future course. 
Our goal is more jobs, which is 
another way of saying “prosperity.” 
As manufacturers we must start the 
ball rolling by studying the potential 
market for our goods, setting up a 
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forceful distribution organization 
and securing appliance dealers who 
can be trained to sell. Upon the 
shoulders of appliance distributors 
lies the vital task of training dealers 
to do more business and to conserve 
their profits. 

The problem of training dealers 
for post-war selling must be ap- 
proached with great care. The ma- 
jority of dealers depend on manu- 
facturers and distributors entirely 
for knowledge of selling. Some 
dealers in pre-war days were out- 
standing merchants, but a great 
many failed because of unsound 
business training. They simply did 
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not know enough about their busi- 
ness. 

The dealer of tomorrow must be 
a “live wire’ merchant, with the art 
of dramatizing his product. To sur- 
vive he will have to know more 
about his business, his market and 
how to sell. He will have to know 
about home construction, remodel- 
ing, servicing, use of appliances. He 
will also be a planner, assisting with 
the planning of all-electric kitchens 
and home laundries. 

The electric appliance dealer who 
once found himself a hole in the 
wall and stuck up a sign “Appli- 
ances” isn’t going to get the business 
in the future. He has to be a smart 
merchandiser in a smart looking 


store, and he has to have aggressive 
salesmen on his staff. 

Many dealers and salesmen have 
been handicapped in the past by 
lack of fundamental knowledge of 
Therefore, 


merchandising. many 





Regardless of how much money goes into 
the dealer’s cash register, it’s the amount 
that’s left after expenses that counts, says 
the author. Salesmen must help dealers 
make more net profits. 


manufacturers pro- 
grams to help educate dealers to the 
fundamentals of merchandising. 
Through programs instituted dur- 
ing the war years, many thousands 
of dealers 


have set up 


have been assisted in 
their post-war planning, and helped 
to realize that they needed to know 
their prospects and cultivate them 
for post-war selling. 

Store planning programs, another 
help from appliance manufacturers, 
gave the dealer graphic descriptions 
of modern store planning, illustrat- 
ing the latest techniques of selling, 
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dealers conserve their profits. 


the improvement of Selling. 





THIS APPLIANCE EXPERT SAYS: 


——vupon the shoulders of appliance wholesalers rests the vital task of 


training dealers to do more business, conserve their profits. 


——the dealer of tomorrow must be a “live wire” merchant . . . 


have to know more about his business, his market and how to sell. 


——the appliance dealer in a hole in the wall with an appliance sign isn’t 


going to get business after the war. 


——well-taken suggestions by distributors, made at the right time, can help 


——cooperation between distributor, dealer and manufacturer is vital in 


he'll 








through proper visual display of 
merchandise. 

In its conception of various ap- 
pliance stores, these manufacturers’ 
ielps to the dealer featured at- 
mosphere demonstration areas for 
vacuum home laundry 
equipment and kitchen appliances, 
and they showed how, through very 
simple, but carefully planned strate- 
gy of floor, wall and ceiling par- 
terns the customer can be subcon- 


cleaners, 


sciously drawn to appliances that 
are easy to see and demonstrate. It 
was shown that through the use of 
demonstration 
would 


appliance 
customer 


electrical 
areas the become 
familiar with the appliances in op- 
eration and visualize it in her kitch- 
en set-up. 

Today, we as manufacturers, are 
doing everything we can to help 
dealers develop the proper opera- 
tion of their stores but we realize 
that once our appliances leave the 
factory their sale rests upon a vital 
triangle, the customer, the product 
and the dealer. To be successful, a 
dealer must employ “three knows” 
of selling, and it is the distributor's 
prime duty to see to it that his deal- 
ers are cognizant of these “three 


knows” and apply them to their 
business. 
1. Know his customer: Poten- 


tial demand for appliances means 
little until it is translated into spe 
demand. It is know 
that over 2 million vacuum cleaners 
will be sold in 194X, but this fails 
to help the dealer until he has trans- 
lated the national demand into spe- 
cific demand of his customers. Tre- 
mendous shifts in population have 


cific nice to 


occurred in many markets due to 
the war. Thus for example, a town 
which before the war had a popula- 
tion of 22,000 today has nearly 
60,000 and many of these people 
will remain after the war. Over 
four million new war brides repre- 
sent a major part of the post-war 
demand. Many of them have never 
been near an appliance dealer. Does 
he know them? Do they know him? 

[Income undergone 
rather violent adjustments since the 
start of the war. It is important 
that appliance dealers be sensitive 
to these changes in his communities. 
Does the dealer know the needs of 
his customers? Do they realize that 
he can give sound counsel in the 
selection of merchandise for their 
requirements ? 

Competition will be increasingly 
keen, and so the dealer should waste 


classes have 


no time in getting to know his pros- 
pective customers. He should ap- 
peal to emotions thru advertising, 
window display and direct mail, to 
break down customer resistance. 

2. Know his product. All the 
advertising in the world would not 
be of avail if the product the dealer 
sold did not back up the advertising 
that into it. Dealers should 
select a NAME line, one that will 
be respected by the consumer, and 
then learn all they can about it. 
Learn about the company behind it, 
its history, why it has become fa- 
mous, why it still exists. A com- 
pany couldn’t last many years with- 
out a firm foundation and the public 
knowledge that it is reputable. 

When a dealer sells a product he 
holds it up against other products 


Zoes 
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Well-lighted, efficiently-arranged offices of American Electric Company at the 


Wichita, Kansas, branch. 


booklets, circulars intended to con- 
tribute to their enlightenment on 
trends in the field. A quarterly bul- 
letin is also on the mailing schedule. 
This is sent to miscellaneous mer- 
chandisers, with department stores, 
hardware firms, jewelers, and even 
drugstores receiving them. Through 
this and other promotional activities 
a reputation for unflagging 
to build customer 

newest 


efforts 
awareness to the 
developments in the elec- 
trical field has been established. 
From his fifty years of operations 


“4 


in the electrical wholesaling field, 
Luther E. Reid has vivid memories 
of the beginning of his company 
when it was only a small electrical 
shop, with electrical contracting and 
repairs constituting the bulk of the 
business. The taking of E. L. Platt, 
who died while playing golf in 1926, 
as a partner was a later step. Shortly 
thereafter a line of electrical sup- 
plies was added. In 1907 the enter- 
prise was incorporated with a capi- 
tal of $50,000 and concrete plans 
were formulated for a business ex- 


pansion. Subsequently Luther Reid 
instituted the move to the spacious 
present-day quarters. 


Has Capable Assistants 


In the late ‘twenties, Luther Reid 
was able to unload some of his re- 
sponsibilities onto the shoulders of 
loyal employees, when R. A. Peck 
and R. H. Falkenbach, treasurer, 
became stockholders. It is probably 
superfluous to note that although the 
staff includes many new 
faces, the organization still has the 
same respect and loyalty for their 
president. Although Luther Reid is 
reaching the years of his life when 
he deserves rest and relaxation, he 
still takes an active role in the guid- 
ance of the business and reports 
daily to his office. But wistfully he 
confesses that he hasn’t the same 
aptitude for golf which has always 
been his chief recreation. 

Ultimately the company will widen 
its operational sphere, which today 
embraces all of Kansas, Southern 
Nebraska, Southern lowa, and 
Western Missouri, but for the mo- 
ment officials of American Electric 
Company are content to concentrate 
their sales program on this region, 
which has responded so favorably in 
the past half-century to the zealous 
sales technique employed by the or- 
ganization. 


current 





The entire staff at the Wichita branch of American Electric Company. 
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hy Not Answer That Call For 
With More Sales, Services 


Although distribution costs will remain high because of consumer demands 
for services, this market expert sees a chance for more wholesaling econ- 


omies through better sales training, less waste, more efficient operation 





NHE term “distribution” is pop- 
ularly used to describe the 
wholesaling and retailing of 


consumer’s goods. This narrow 
usage is unfortunate. It ignores 
distributive functions that occur 


before these goods reach wholesale 
and retail channels; and it does not 
take account of like functions in- 
curred with respect to producers’ 
goods. 

Some years ago it was estimated 
that distribution costs prior to the 
wholesale and retail levels represent- 
ed nearly one-half of total distribu- 
tion costs. Every commercial article 
whether it is a raw material, semi- 
finished or finished product, and 
whether it is a producer’s or con- 
sumer’s goods, is produced, market- 
ed and consumed. “Marketing”’ 
rather than “distribution” is a much 
better term for description of those 
economic functions that are per- 
formed between production and 
consumption. The present and prob- 
able future trend of marketing costs 
is the subject of this discussion. 

A broad understanding of some 
essential differences between pro- 
duction and marketing will help us 
to appreciate the nature of the mar- 
keting cost problem. In production, 
successive applications of capital 
and labor ordinarily permit rapid 
expansion of physical output and 
generally result in lower unit costs. 
Production is a mechanized process. 
It is achieved by automatic machin- 
ery and mass production techniques. 
The unit product of the machine 
and assembly line is essentially ho- 
mogenous. 
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In marketing, successive applica- 
tions of capital and labor will not 
necessarily produce corresponding, 
automatic increases in consumption. 
lf we should double our marketing 
organization and its facilities, we 
would not thereby double the ability 
of people to consume goods. There 
are no mechanical means for multi- 
plying the ability and willingness of 
the individual to consume. In pro- 
duction, we can increase output at 
will; but in marketing we can only 
hope to sell more by influencing the 
decisions of consumers. 

Mass production can never have 
any true counterpart in marketing 


because the unit of output must be 
sold ultimately to an individual per- 
son and the sale is limited and con- 
ditioned by the need, desire, whim, 
and ability to pay of an individual. 
In production, we deal with ma- 
chines ; and in marketing, with peo- 
ple. This simple fact is often ig- 
nored in considering the differences 
between production and marketing 
costs. 


Cannot Merchandise Marketing 


Our modern production system 
would not be possible without 
minute subdivision of labor and 
specialization. These developments 





We must realize that: 


costs increase. 


We can do something about it: 


problem. 





THIS EXPERT IN WHOLESALING SAYS: 


——there is no fundamental reason why we should be disturbed by 
increasing marketing costs. 


——only in primitive societies are marketing costs at a minimum. 


——as economic life grows more complex, proportion of marketing 


——expense ratios for most distributive outlets will be higher postwar. 


——there is need for more scientific approach to the whole marketing 


——we have wasted selling effort by poor sales planning. 
——we have time wasted in performing marketing functions. 
——there will be improvements in the marketing process. 
——better sales training, advertising, storekeeping. 


——improvements in distribution cost accounting. 
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That Make The Costs Worthwhile” 


By Q. Forrest Walker 


Economist 
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widen the gap between the producer 
and consumer. The man who drills 
a part for an automobile is far re- 
moved from the person who buys 
the completed car in which that part 
is used. Our growing urban popu- 
lation is likewise far removed from 
the sources of production of the 
infinite variety of articles that are 
directly and indirectly required to 
meet their daily needs and desires. 
People do not produce directly the 
things they consume. The gap is 
bridged by exchange. It is, there- 
fore, natural for subdivision of la- 
bor and specialization in production 
to be paralleled by like developments 
in marketing. Indeed, modern pro- 
duction would not be possible with- 
out them. 

Thus, the cost of performing 
marketing functions tends to grow 
relative to the cost of producing the 
things we consume. As we lower 
the cost of production by mechanical 
means, the proportion of the final 
price needed to sell the output to 
individual consumers tends to rise. 
We cannot stop this broad trend 
without changing the economic 
forces that create it. 

There is no fundamental reason 
why we should be deeply disturbed 
by this trend. It is a phenomenon 
of all highly organized economic 
societies. It is only in primitive 
societies that marketing costs are at 
a minimum. The only really vital 
question is whether these marketing 
costs are wisely incurred. If they 
make increased production econom- 
ically possible and if the end result 
is a more varied and better standard 
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of living for more people, the re- 
spective shares of production and 
marketing in the consumer’s dollar 
are not a matter of great importance. 

If the proportion of the consum- 
ers dollar absorbed by marketing 
costs is rising, it is often assumed 
that distributors are performing 
their functions with increasing in- 
efficiency and waste. This is a most 
erroneous assumption because such a 
proportion tells nothing about what 
services have been necessary to 
market the goods or whether or not 
costs of performing these services 
are justifiable or reasonable. 


Absolute Cost vs. Percentage Cost 


These percentage data are often 
downright misleading. They tell us 
nothing about absolute costs. It 
may well be that the absolute cost 
of marketing is declining while the 
percentage cost is rising. If the 
marketing cost percentage has re- 
mained relatively constant over a 
period of years for a particular 
product and the cost to the merchant 
has declined, substantially all the 
savings in manufacture have been 
passed on to the consumer. For 
instance, let us assume that twenty 
years ago a merchant paid $1.00 for 
an item and sold it for $1.50 and 
that he now pays 60c for it and sells 
it for 90c. His percentage mark-on 
has remained constant, but he is 
now performing the same or a bet- 
ter service for 30c instead of 50c. 
In percentages, the manufacturer’s 
price, the retail price, and the mer- 
chant’s dollar margin have all de- 
clined 40 percent. Such a showing, 








however, does not, in itself, prove 
anything about the efficiency of the 
merchant’s operation nor does it 
throw any light on the efficiency of 
manufacture. 

Frequently, a sharp reduction in 
the manufacturer's selling price may 
permit the retailer to operate with 
a smaller percentage mark-on to 
furnish additional aid in broadening 
the market for a product. There 
are other cases, of course, where 
declines in merchandise cost neces- 
sitate somewhat higher percentage 
mark-ons than formerly prevailed. 
Many private brands are sold at 
higher percentage mark-ons than 
equivalent national brands, although 
the retail price of the private brand 
is generally substantially lower than 
that of the national brand. 

The narrow range of percentage 
distributive margins over a period 
of years suggests that most of the 
benefits of low-cost production have 
been passed on to the consumer. 
But such inference cannot be proved 
with existing statistics of production 
and marketing costs because the vast 
conglomerate from which the mar- 
keting percentage is derived con- 
tinuously changes its composition. 
This composition varies with busi- 
ness conditions, the rise and fall of 
prices, the appearance of new and 
the disappearance of old products, 
the vagaries of fashion, and many 
other factors affecting demand and 
selling costs. We are certain only 
that as economic life grows more 
complex, there is a tendency for the 
proportion of marketing costs in the 
final price to increase in comparison 
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o production and other costs. 


Still another difficulty in inter- 
wreting the meaning of cost sta- 
tistics for production and marketing 
arises out of basic differences in 
accounting practice. In marketing 
cost studies, we express merchan- 
dise and other costs as percentages 
of net sales. The difference be- 
tween the merchandise cost percent- 
age and net sales as 100 percent 
represents the gross margin per- 
centage. To the distributor, mer- 
chandise cost is like raw material 
cost to producer. To the cost of 
merchandise, the distributor adds 
labor, occupancy, advertising and 
other costs to produce the service 
he renders and he also adds a mod- 
est amount for profit. If production 
cost studies were set up on the same 
basis and raw material cost consid- 
ered like merchandise cost, it is 
probable that we might soon hear 
widespread criticism of the high 
gross margins in production. 

While the advent of peace is not 
likely to bring a return of pre-war 
volume for the retail trades 
nor to reduce the average sales 
check to pre-war levels, it does not 
follow that expense ratios will be 
maintained at the low levels of the 
war years. Those branches of mar- 
keting that have suffered because 
of short supplies will have improved 
expense ratios; but the great bulk 
of retailing may expect higher ex- 
pense ratios. The return of lower 
priced goods will reduce the aver- 
age sales check of war years; the 
restoration of abandoned services 
will add to costs; and high war-time 
wage rates will doubtless persist. 
\dvertising and other promotional 
expense will increase. It is a fair 
conclusion that expense ratios for 
most distributive outlets will be 
ligher in the postwar than in the 
war years; that marketing costs in 
ields other than retailing will be 
ligher than in the war period, par- 
icularly when post-war competition 
ecomes severe. 


sales 


There will be ex- 
‘eptions, of course, but they will be 
n those industries where replace- 
nent demands assure better mar- 
‘ets than in the war and pre-war 
vears. This’ general conclusion 
bout marketing costs presumes 
‘elative stability of the price level. 
\ sharp decline in commodity prices 
i a rapid rise would change the 


indicated trend of these costs. 

During great wars, new and bet- 
ter manufacturing techniques are 
discovered or developed. Usually, 
they result in lower peace-time pro- 
duction costs. After the Napoleonic 
wars, rapid expansion in the use 
of industrial power and machines 
brought great reductions in prices 
of manufactured goods. Somewhat 
after our own War of 1812 there 
was a similar trend; our Civil War 
stimulated the growth of the fac- 
tory system and the invention of 
new labor saving devices, particu- 
larly agricultural machinery; and 
after the World War I, development 
of assembly line techniques, the per- 
fection of internal combustion en- 
gines, the increased application of 
electric power, new chemical dis- 
coveries and processes, the radio 
and many other scientific and engi- 
neering achievements reduced costs 
of manufacture and expanded mar- 
kets. 


Economic Trend May Repeat 


Long periods of falling prices 
seem to follow great wars after 
the replacement booms have disap- 
peared. We use our new technical 
knowledge to produce old and new 
types of goods at lower costs and 
the weight of this new production 
causes pressure on the price level. 
There is every reason to believe that 
in the longer future much of this 
familiar historical pattern will be 
repeated. And if we achieve much 
greater production at lower cost, we 
may expect marketing costs will 
absorb larger proportions of the 
final price of all goods. As we 
have already noted, we need not be 
too greatly disturbed about these 
costs if the end result is a better 
standard of living for more people. 


It would be a mistake to assume, 
however, that there will be no im- 
provements in the marketing proc- 
ess. In addition to the factors we 
have mentioned, these improvements 
will tend to prevent the return of 
pre-war expense ratios. The more 
obvious methods of reducing mar- 
keting costs such as better sales 
training, advertising, storekeeping 
and the like need no emphasis here ; 
but some of the other methods that 
receive less popular attention may 
be indicated. 

We may 


expect significant im- 
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provements in distribution cost ac- 
counting. Vigorous enforcement of 
the Robinson-Patman Act will re- 
quire better accounting of distribu- 
tion costs to avoid unlawful price 
discrimination. Manufacturers will 
devote more attention to these costs 
to reduce wastes and expand sales 
by lawful price differentials. In 
wholesaling and retailing, there will 
be larger use of accounting machin- 
ery to reduce control costs and fur- 
nish better operating data. The cost 
of selling individual items of mer- 
chandise will also receive more 
study and this should result in more 
intelligent and less costly sales pro- 
motion. In a few years, we shall 
have much better knowledge of 
marketing costs; and _ substantial 
economies should flow these new 
cost data. 


Marketing Research Will Lower Costs 


In the past, we have wasted much 
selling effort by poor sales plan- 
ning. The rapid strides of market- 
ing research in recent years in the 
measurement of sales potentials bids 
fair to eliminate many of our pre- 
vious costly mistakes in planning 
both production and marketing. If 
income payment statistics are soon 
collected for counties and urban 
marketing areas, we will be able to 
do much better sales planning. 

Something can be done to reduce 
time wastes in performing market- 
ing functions. New methods and 
better use of existing methods to 
quicken product flow into consump- 
tion would lower interest, ware- 
housing and many other marketing 
costs. Efficient use of our trans- 
portation system has accomplished 
wonders during the war; and some 
of these lessons can be extended 
into peace-time marketing. 

Many marketing wastes can be 
stopped at the point of origin by 
better designing and styling. The 
technique of pre-testing consumer 
and industrial products can be im- 
proved and greatly extended. 

Finally, there is need for a more 
scientific approach to the whole. 
marketing problem. More and bet- 
ter research should be helpful in 
changing our too ready acceptance 
of traditional costs. 

*Condensed from “War and Post-War 
Distribution Costs,’ an address before the 


Boston Conference on Distribution, Octo- 
ber 15, 1945. 
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First Twenty-Five Years 
ull Of Memories For 


As nation and industry celebrate Silver Anniversary of first 


broadcast, wholesalers can look back to the important role they 


played in the early markets developing years of the radio industry 





HERE little indication 

that a billion-dollar industry 

was being born that night of 
November 2nd, twenty-five years 
ago, when about 50 people in Pitts- 
burgh, Pa., huddled over crystal- 
detector receiving sets to hear the 
first scheduled radio broadcast. 

A billion-dollar industry in the 
making? It did not seem likely, 
when one considered that the receiv- 
ing sets were ‘toys’ —at least they 
had been advertised by the Joseph 
Horner department store as “toys,” 
and the store’s advertising manager 
had suggested the first broadcast 
because he felt it would promote 
the sale of these “toys.” 

But, a new industry was born 
that night nevertheless, when the 
Harding-Cox presidential election 
returns were broadcast from a 
transmitter atop a nine-story build- 
ing in the heart of the East Pitts- 
burgh Works of Westinghouse. 
The greatest means of mass com- 
munication ever known was getting 
its start the moment that the trans- 
mitter designed and built by Dr. 
Frank Conrad and his staff went 
on the air. 

That transmitter, which soon re- 
ceived the call letters “KDKA,” and 
the improved equipment that re- 
placed it were destined to stay on 
the air up to the present day. Based 
on the success of this first radio 
station, thousands were soon to fol- 
low until today almost every square 
foot of the nation is within recep- 
tion distance of a radio transmitter. 


was 
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The late Dr. Frank Conrad, who as an 
assistant chief engineer at Westinghouse, 
established the first radio broadcasting 
station twenty-five years ago this month. 
He had been important in the develop- 
ment of radio equipment during the first 
World War. After success of his first 
station, now KDKA, Dr. Conrad turned 
his attention to shortwaves and began 
his experiments with FM in 1920. 


Now, twenty-five years later, with 
their number closely regulated, more 
than 900 stations are in operation. 
From the first night audience of 
50 crystal set owners, the number 
of listeners is represented by more 
than 60,000,000 radio receivers in 
the country with radio reception 
available to 95 percent of the people. 


Memories for the Wholesalers 


To all except the “newcomers” 
in the electrical wholesaling indus- 
try, the history of radio broadcast- 





ing and reception was close to their 
lives for many or all of the twenty- 
five years, with leading wholesalers 
and their salesmen particularly 
active in the distribution of radio 
sets during the most spectacular 
period of the industry’s growth. 

When the need for a nationwide 
radio audience required the local 
distribution of compon- 
ents and factory-built receivers, the 
already well-established electrical 
wholesaling industry, with its facili- 
ties for buying in large quantities, 
warehousing, local selling and the 
extending of credit to established 
retailers, plus delivery facilities, 
provided a necessary service of 
great importance to the manufac- 
turers. For more than eight years, 
distribution of radio parts and sets 
was handled almost exclusively by 
the electrical wholesalers and their 
salesmen. 

Not until competition in the radio 
manufacturing industry increased 
to the point where high-pressure 
selling methods were used, did the 
electrical wholesaler lose his advan- 
tage and the specialty distributor 
enter the picture. 

But, whether in the picture or 
on the sidelines, wholesalers can 
look back over the twenty-five years 
of radio broadcasting and evoke 
memories of many exciting events 
that took place in the industry ... 
the early “tin-can” microphones— 
crystal set coils wound on Quaker 
Oats boxes—the endless number of 
components that had to be carried 


radio set 
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In recognition of a quarter century of public service, this statue was 
presented to the National Association of Broadcasters by the Radio 
Manufacturers Association. The statue is seen receiving finishing touches 
from sculptor Charles Bradley Warren of Pittsburgh. 


and inventoried—going to bed with 
sore ears after an evening with 
the earphones—dust-covered “bread- 
board” receivers—the Brandes and 
Magnavox horns arriving—morning 
lies about DX records—the advent 
f the Browning-Drake circuit—the 
tock of dry batteries that had to be 
‘arried—the coming of the battery- 
harger and then the battery-elimi- 
iator, ending with the revolutionary 
‘all-electric” receivers —the first 
rans-Atlantic broadcasts—Graham 
MacNamee and his Rose Bowl 
lescriptions—Edward the Eighth’s 
ibdication broadcast—the coming 
f the super-het—fireside chats— 
he advent of midgets, portables, 


combinations, FM Converters, etc. 
Strong Social Force 

During these years that the 
wholesaler and salesman remember 
so well, while radio was growing 
to its billion-dollar size, it was be- 
coming more than an industry. Per- 
haps no other invention has had a 
greater direct impact on the world’s 
millions than the radio tube that 
made the first modern broadcast 
possible only twenty-five years ago. 
Experts have shown that deep 
changes in our social structure may 
be traced to new habits acquired 
from informative, educational and 
entertainment broadcasts. Our eco- 
nomic structure has been altered, 
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casting 


Salesmen 


too, with new methods of advertis- 
ing, merchandising and distribution 
created by the radio that, in its de- 
velopmental period, owed so much 
to the established electrical whole- 
saling industry for widespread in- 
troduction of equipment and ma- 
terials. 

But the growth has not stopped. 
Just as World War I stimulated 
interest in radio leading to the birth 
of broadcasting, so World War II 
is known to have stimulated the 
spread of technical advancements in 
radio’s parent field, electronics. The 
pattern of broadcasting will change. 
with frequency modulation and tele- 
vision ready to add potent forces 
to the country’s economic and en- 
tertainment picture in the second 25 
vears of radio. 


Recognition on Anniversary 


The radio industry, and all who 
have had a part in its growth, have 
not reached the Silver Anniversary 
without recognition for its achieve- 
ments. 

Nearly 300 radio manufacturing 
companies, members of the Radio 
Manufacturers Association, paid 
tribute to the radio broadcasters 
with the naming of a National Ra- 
dio Week, November 4-10, in “rec- 
ognition of a quarter century of pub- 
lic service by the broadcasters and 
for their contribution to world peace 
and harmony.” 

Every broadcasting station in the 
country received simultaneous with 
a nationwide broadcast on Novem- 
ber 7, a replica of a statue symbolic 
of the part broadcasting has in the 
American way of life. 

3ut it was evident that, while the 
nation and the industry itself cele- 
brated the first 25 years of radio 
broadcasting, all eyes are focused 
ahead—looking to the still un- 
reached horizons in radio, television, 
FM, facsimile, and the only par- 
tially-explored field of electronics. 
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You'll Make More Money On 
lf You Help More Contractors 


There are big sales ahead for the wholesaler’s salesman who knows 


the applications of fuses, and who shows his contractors how to make 


home builders conscious of the need for buying adequate fuse equipment 





ODAY, many of us are hear- 
ing statements such as: “If | 
had a dealer’s franchise for the 


automobile in this teritory, | 
could clean up. All I would have to 
do is to sit at my desk and watch the 
orders roll in.” 

Statements of this kind are, of 
course, greatly exaggerated because, 
in any competitive industry, be it 
automobiles or toasters or fuses, 





























salesmen must in peacetime get Out 
and hustle—they must do a real 
sales job to convince customers that 
their product is the one to buy. This 
is certainly just as true in the sale 
of fuse equipment as it is with auto 
sales. 

Because of the great need and de- 
mand for new homes and buildings 
of all types, there are gigantic build- 
ing programs now being planned, 





which involve tremendous sales op- 
portunities for the electrical sales- 
men. This is particularly true in the 
case of wholesalers and salesmen 
dealing in the whole gamut of house- 
hold wiring supplies, including 
switches, fuses, and fusible equip- 
ment. 
With appliances 


new electrical 


constantly being developed, fuse 
manufacturers have been alert to 
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Emphasis should be made to home builders that one mod- 
ern flush-mounted type panel in the kitchen or other con- 


venient first 


WHOLESALER’S SALESMAN—November 1945 


floor 
accessibility, and at same time saves wiring costs. 


location adds to comfort and 
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Fuses And Fusible Equipment 





Make Users More Fuse Conscious 





levelop and place on the market 
fuses of the proper design to pro- 


tect the electrical circuits on which 
those new devices operate. Today, 


wholesalers’ salesmen can supply 


fuses suitable for every type of elec- 


trical protection in the home. Re- 











liable and positive protection for 
lighting circuits, electric range cir- 
cuits, protection for the motor op- 
erating the blower of the household 
heating plant, protection for the 
electrical circuits of the automobile, 
and many other types of protection, 












































FLUSH MOUNTED FUSE PANEL 
CONVENIENTLY LOCATED IN 
KITCHEN CONTROLS ALL 
CIRCUITS 


No. |—Main Disconnect. 
No. 2—Range Disconnect. 


No. 3—Appliance Circuit. 














ee a No. 4—Laundry Circuit. 
s 8 No. 5-No. 6—Ceiling Light Circuits. 
: D+ 10 No. 7-No. 8—Receptacle Circuits. 
e POET @ No. 9—Garage Circuit. 
No. 10—Heating Unit Circuit. 








The right type fuse for every circuit in the home—an ideal arrangement that whole= 


salers’ salesmen can promote through their contractors. 
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which collectively represent impor- 
tant markets for the salesman’s line 
of fuses and fusible equipment. 
Backed up by a sound knowledge 
of fuse applications and with the 
necessary sales effort, the whole- 
saler’s salesman’s volume of sales in 
fuses and fusible equipment in the 
post-war era should be far greater 
than in any prior comparable period. 
Construction Outlook Spells Fuse Sales 
Federal legislation is now before 
Congress which is designed to pro- 
vide billions of dollars worth of 
public housing which will be added 
to private building construction esti- 
mated at $5,157,000,000, almost 
double the total building construc- 
tion in the United States during the 
ten year period 1930-1939. The 
Dodge Corporation estimates that in 
residential building an average of 
820,000 units per year will be built 
within ‘the first 10 post-war years. 
In addition, $3,502,472,000 is being 
allocated to supply electrical facili- 
ties to 5,131,483 rural communities. 
These figures are almost too 
startling to comprehend, but it is not 
difficult for the wholesaler’s sales- 
man to estimate the volume of fuses 
which he will be required to furnish 
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Whether it’s for a quick and | ing 
workmanlike joint, or for any of dozens of uses, | . 
an Electrical Contractor wants U. S. Security | pro 
Friction Tape right within arm’s reach. Non- . 
ravelling, straight-tearing, highly dielectric and : “f 
strongly adhesive, Electrical Wholesalers say: =f "««' 


““Phay Safe-Use Security” |}: 
one i fuse 
Make “Security” a regular item on the order he 
pad. It pays its way many times over. 
Listen to ‘“‘Science Looks Forward’’— new series of talks by the 


great scientists of America—on the Philharmonic-Symphony 
Program. CBS network, Sunday afternoon, 3:00 to 4:30 E.S.T. 


UNITED STATES RUBBER COMPANY = 


1230 Sixth Avenue * Rockefeller Center * New York 20, N. Y. titie 
in Canada: Dominion Rubber Company, Ltd. 7 


SERVING THROUGH SCIENCE 
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for the vast quantity of small mod- 
‘nm homes to be built after the war. 
ie accompanying illustration shows 
e exterior of a typical small house 
which thousands are expected to 
built. 
The downstairs and basement 
loor plan, with a total of 10 circuits, 
protected by 4 cartridge fuses 
nd 8 plug fuses. 


It would make the selling easier 
it is explained that all of these 
fuses in the post-war home will be 
modern = flush 


contained in one 


s mounted type panel located in the 


kitchen or at some other convenient 
spot on the ground floor. The pro- 
spective home owner should be told 
that placing the panel in a con- 
venient spot not only adds to the 
comfort and accessibility but actual- 


Sly effects a saving in wiring costs, 
| permitting the owner to spend more 


pers 


money for additional convenience 
outlets and lighting fixtures. 


See That Every Circuit Is Protected 


In these new modern panels, 


} which the wholesaler’s salesman can 
} sell to the contractors who will wire 


peas 
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ing circuits 


the post-war homes, the householder 
will have the right type of fuse for 
every electrical circuit in the home. 
(he salesman and the contractor can 


» show him that he will not have to 
| worry about the possibility of fires 
§ resulting from short circuits. 
| will he have the inconvenience of 


Nor 


having heavy duty appliances blow- 
that were wired and 
fused for lighting loads alone. By 
having the right type of wiring and 
roper type of fuse for each circuit 
the modern house with an ade- 
iate number of outlets, the house- 
vife will have insurance against un- 
‘cessary shutdowns of her washing 
nachine, vacuum cleaner, water 
imp or electric range because the 
fuses in those circuits will not blow 
when a momentary overload occurs 
only when a really dangerous con- 
tion develops. 


-— me os 


Have Your Sales Arguments Ready 


The wholesaler’s salesman must 
alize that the home building field 
one of the markets for large quan- 


}tties of fuses and fusible equip- 


ent, which is worthy of careful 
udy right now when the residen- 
il building field is about to open. 
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Don’t forget the women in your sales plans for fusible equipment. The 
convenience angle of a kitchen-located load center will appeal to them. 





Here are a few salient points which 
the salesman should emphasize to 
his contractors so that both will be 
able to take advantage of all the 
sales opportunities in this field : 

1. In discussing fuses and fusible 
equipment with customers, contrac- 
tors should point out to them that 
the right size and type of fuses are 
available for the protection of every 
type of electrical circuit in the home. 
This will include main fuses, fuses 
for the range circuit, for heating 
unit circuit, for light circuits, laun- 
dry circuits and all other appliance 
circuits. 

2. Contractors should emphasize 
to home builders that the installation 
of a fuse of proper type and rating 
on each circuit is very important 
and yet will entail no additional cost, 
while resulting in reduction of fire 
hazards and inconvenience, and in- 
creased feeling of security for the 
family. 


3. Because the modern flush 
mounted type fuse panel, containing 
all fuses for the home, is moderate 
in cost, it should appeal as a “spe- 
cial” item to both the wholesaler’s 
salesman and his contractors. 

4. By standardizing on _ floor 
plans that permit the locating of 
these modern type flush mounted 
panels at some convenient location 
on the ground floor of the home, 
the home builder who puts up large 
numbers of units actually saves wire 
and considerable amount of labor. 

5. In talking with electrical con- 
tractors, salesmen should suggest to 
them that when they are dealing 
with modernization jobs, they en- 
courage home owners to revamp 
their electrical wiring systems to 
bring them up to present day stand- 
ards, including centralized, modern 
fuse equipment instead of adding 
new circuits to an antiquated wiring 
system. 









Electrical Industry's “Know-How 


Speeded Fuel To Allied A 


rmies 


The “Know-How” and “Figure-Out-How” that have been developed in the elec- 
trical wire and cable industry in this country became a military asset when an 


oil pipeline was needed under the English Channel to our fast moving armies 








Hollow lead pipe, fabricated in the Bayonne, N. J., plant of an electrical cable The pipe was twice armored with steel, then 
manufacturer, arrives at another plant in Perth Amboy, N. J., for processing. a layer of jute was applied in the above 
At this point the pipe is in 100-foot lengths, later will be welded. machines. Layers of asphalt and jute follow. 





Photos from General Cable Corporation. 
The completed cable is being uncoiled On the left side of this pier, the cable is being fed to the Buritish ship, “Ocean 
from storage and fed toward the pier Strength.” The ship itself had to be prepared for this job with special re-enforcing 
The crane was designed for this job. to carry the concentrated weight of 5,000,000 pounds of cable. 
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tankers to unload in deeper water. 


oon de 


Keeping up with the motorized Army. These pipelines follow 
French roads to inland storage tanks and pumping stations. 
Then were set up quickly to bring gasoline close to the front. 
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Flexible pipelines served two purposes in the European war. Not only was it used 
under the channel, but, as above, it was run out 1,000 yards offshore to enable 








An early success was the running of the The final step to Victory. A gasoline pipeline is suspended from trolley wires 
gasoline pipelines up close to the Rhine across the Rhine River. The pipe and trolley did not break when the bridge was 
to this 5,000 gallon storage tank. bombed. 











Two officers, one American, one British, 
lean on the pipe in foreground listening as 
first oil flows through lines to continent. 


One of the many pumping stations connected with the flexible 
pipeline. Carefully camouflaged against air observation, they 
keep gasoline flowing through pipes up to the front line. 


Photos from U. S. Army Signal Corps. 
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Shown above are a few of the many types of micro-switches, : 
toggle switches, knife switches, rotary switches, band switches, ¥ 
etc., now available through the Hallicrafters Co., Chicago, agent for 


the Reconstruction Finance Corporation under contract SIA-3-24. 


Other radio and electronic components such ag)resistors and condensers 


are also available in large quantities. Send the coupon for further details. 


hallicrafters rapio 


THE HALLICRAFTERS CO., AGENT FOR RFC UNDER CONTRACT SIA-3-24 


MANUFACTURERS OF RADIO AND ELECTRONIC EQUIPMENT 


THESE VALUABLE Items *¥uaclable Wow LIP THIS COUPON NOW 
or very soon. Write, wire or phone for further information. c 


- head phones - test equipment - component parts - RFC DEPARTMENT 326, HALLICRAFTERS 
‘ : ‘ a " 5025 West 65th Street + Chicago 38, Mlinois 
marine transmitters and receivers - code practice equip- oS 


Send f the details ond rc € n Switche 


ment + sound detecting equipment - vehicular operation 
police and command sets - radio beacons and airborne 
landing equipment. 
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Wholesalers Can Make Use Of 
(jovernment’s Aids To Business 


During the period of reconversion, salesmen, wholesalers and other busi- 


nessmen need many helps provided by the Department of Commerce. 


Outlined here is the Secretary’s plans for expansion of these services 





BILL asking $5,000,000 for 

the Department of Commerce 

—an increase of 150 percent 
—was before Congress when this 
issue was prepared. What this great- 
ly increased budget was planned for 
—what wholesalers, salesmen, and 
other businessmen could expect 
from the Government’s “business- 
man’s bureau” during the period of 
reconversion and readjustment was 
outlined by Henry A. Wallace, Sec- 
retary of Commerce in a press con- 
ference recently. 

In announcing his organizational 
program for the department, Mr. 
Wallace said: 

“In substance the program calls 
for a vigorous expansion and 
strengthening of the Department’s 
facilities to enable it to discharge its 
statutory responsibilities during the 
period of reconversion and post-war 
adjustment.” During the war years, 
while domestic and foreign trade 
were subjected to war-time controls 
and regulations, the major facilities 
of the Department were devoted to 
essential war activities. Now that 
the war is over, the Secretary em- 
hasized, the Department must be 
epared to pull its weight in the 
rogram of the Administration to 
issure full profitable production and 
full gainful employment. 

“The plans involve reorganization 
o:' the Department designed to 
rengthen its leadership, to increase 


s 


~ 


the efficiency of its operations, and to 


ovide business and Government 


_ 


(Reported from a 
press conference with) 


Henry A. Wallace 


Secretary of Commerce 


with more direct and effective ser- 
vices. We intend to strengthen the 
Department’s top policy, economic, 
and promotional personnel and its 
field services, to enable the Depart- 
ment more effectively to prevent the 
needs of business in the councils of 
government and of government in 
the councils of business. 

“The new program will enable 
the Department not only to improve 
the volume and quality of its ser- 
vices to all business but, in addition, 
will definitely recognize the needs of 
small business and will be designed 
to help small business to get estab- 
lished, to prosper and to grow.” 

Under the program outlined by 
Mr. Wallace, the Department will 
undertake to provide: 

1. A revitalized foreign trade ser- 
vice to play a more effective role, in 
cooperation with the State Depart- 
ment, in the formulation of commer- 
cial policy and to promote vigorous- 
ly a high level of foreign trade on a 
sustained basis. 

2. A stroug, balanced program of 
current and “benchmark””’ statistics 
to provide adequate intelligence for 
business and government. 
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3. A complete analytical program 
to give business and government 
current information on the economic 
situation and business outlook. 

4. Technological aids and service 
to business, especially small busi- 
ness. 

5. Management aids and other 
forms of direct service for business 
—again, oriented to the needs of 
small business as well as large busi- 
ness. 

6. Strengthening of the technical 
service functions of the Department 
to make them as possible to the na- 
tion’s commercial and industrial 
life. 

A detailed discussion of these six 
points follows. 


1. Foreign Trade Promotion 


The aim is two-fold: First, to pro- 
vide all possible assistance to ex- 
porters and importers and second, 
to provide the economic analysis 
and recommendations designed to 
increase the supply of dollars in the 
hands of foreign nations. More spe- 
cifically, the Department would: 

In cooperation with the State De- 
partment revitalize and strengthen 
the Foreign Service commercial per- 
sonnel. 

Provide adequate foreign service 
reporting on economic conditions 
and trends, existing and potential 
markets, trade and investment op- 
portunities, changes in tariffs, trade 
regulations, etc. 

Provide detailed information for 
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All the elements of modern design, high 
efficiency and low maintenance costs have 
been incorporated in these high quality 
fixtures. They are constructed to give 
high intensity illumination with minimum 
glare and offer the most outstanding sell- 
ing features you have been looking for in 
many a year. 


Our research department has designed the “Skylight” 
fixture illustrated to achieve 10 to 20 more foot candle 
than any other fixture known of similar design. The 
“Skylight” offers an attractive skylight effect for easier 
seeing that helps to conserve vision and prevents eye 
strain. Fixtures can be mounted either individual or 
continuous row, flush or suspension mounting. 


Build a better business . . . write for FREE Catalog 
for full details. 


BP or : 
ey 77917) PRODUCTS COMPANY 


he TELEPHONE. JUNIPER 6022 
a ae 


MANUFACTURERS OF FLUORESCENT LIGHTING FIXTURES 


3917-25 EDZIE AVENUE CHICAGO 18, ILLINOIS 
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Henry A. Wallace, Secretary of Commerce 


American exporters the trade 
connections and general standing of 
firms abroad. 

Make current “spot” analyses of 
conditions abroad, and provide de- 
tailed surveys of markets by foreign 
countries and by commodities. 


on 


‘ 


2. Statistical Program 


This would center about a large 
expansion of the work of the Census 
Bureau with primary emphasis on 
providing current statistics for cur- 
rent use, in addition to the basic 
ensuses for “benchmark” purposes. 
Che statistical data to be collected, 
ased on the needs of business and 
he Government are in two parts. 

First, the immediate program to 
most reconversion requirements. 
Chis would include: 

Full scale censuses of manufac- 
urers, mineral industries, and busi- 
ess (including retail, wholesale, 
ind service trades and contract con- 
truction) for 1946. 

A sample census of population for 
(946 to provide business with cur- 
ent information on shifting mar- 
ets. 


A consumer income survey to pro- 
vide business with indexes of pur- 
chasing power. 

An expansion of the present 
monthly report on the labor force 
to provide employment and unem- 
ployment information quarterly for 
the major industrial areas on the 
nation. 

A balanced program of current 
business and industrial statistics to 
chart the way for reconversion ac- 
tivity. 

The release on a current basis of 
detailed import and export statistics 
to facilitate the resumption of nor- 
mal foreign trade. 

Second, the long-run 
would include: 

Full scale censuses of manufac- 
turers, mineral industries and busi- 
ness every 5 years. 

Complete censuses of the popula- 
tion, housing and the labor force and 
agriculture every five years to give 
the business community badly need- 
ed information on local markets. 

A full program of current statis- 
tics on manufacturers, business, 
population, housing and labor. 


program 
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A series of annual consumer sur- 
veys to provide proper indices of 
buying power. 

An expansion and strengthening 
of financial and other statistics of 
state and local governments. 

A strengthened series of import 
and export statistics to provide basic 
data to the foreign trade community. 

Coupled with this would be an 
expansion of the statistical analysis 
work now performed by the Bureau 
of Foreign and Domestic Commerce. 


3. The Analytical Program 


The aim here is to provide what 
uught be called a barometric service 
in regard to the economic climate, 
so that both business and govern- 
ment could have the information 
needed for shaping policies designed 
to maintain a high level of output 
and employment. Included are: 

Strengthening of the basic eco- 
nomic indicators provided by the 
Department including gross na- 
tional product and national income 
series ; international balance of pay- 
ments data; labor force data includ- 
ing the current series on total em- 
ployment and unemployment. 

Fuller over-all analysis of eco- 
nomic conditions and general out- 
look. 

Analyses of particular industries 
and trades, including both current 
reports on major industries and 
lines of business and long-term 
analyses of economic structures and 
prospects of various industries. 

Analytical reports aimed at par- 
ticular problems or aspects of in- 
dustry and business operations, in- 
cluding such things as distribution 
cost studies, potential market studies, 


studies of raw material sources, 
analyses of business fluctuations, 
etc. 

Analyses of regional economic 


conditions, including surveys of busi- 
ness conditions and reports on re- 
gional economic development and 
resources. 

Analysis of potentialities for in- 
dustrial development of underdevel- 
oped areas of the United States. 


4. Technological Aids to Business 


The broad aim here is to help 
business, including small business, 
on technical, engineering and scien- 
tific problems. This would include 
the following : 
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— ; Here is what every housewife has been waiting ” 


for—a really modern streamlined Kitchen Unit 
that gives more and better light and at the same clu 
time really beautifies the room. Its beautiful 
polished fittings smarten up the whole interior, ne 
while its graceful design flows right into the lines cre 
of the room. | 


It is highly efficient—glarefree from every angle ain 
—diffuses light evenly over all work space—fits 
every type of kitchen or bathroom—and comes 
fully equipped ready to install in a jiffy. 


All parts are easily accessible. The Designed for easy installation and maintenance. iis 
All that has to be done is to fasten Kitchener to 
present kitchen unit or directly to outlet box. Plug 

are at your finger tips on the ends of it in and turn on the current, and the housewife is 

immediately in possession of the finest lighting 

she has yet enjoyed in her kitchen or bathroom. 

with this SMITHCRAFT fixture. And will she be proud of it!! 


starters are not under the bulbs, but 


the channel —an exclusive feature 


1945’s contribution to something really new in ail 
Fixture is finished in SMITHCRAFT Kitchen Lighting is this SMITHCRAFT Creation. mt 
White Supercoat Baked Enamel, 
P P . ‘ CATALOG Kl —with adapter, CATALOG K2—with canopy, fiz- na 
with highly polished trim and end cord and plug which fastens to ture strap and wire leads to fas- 
a 4” holder. ten directly to outlet box—with CC 
caps, and uses two 20-watt lamps. U L label. 


Orders for the Kitchener have been piling in so fast that we have 

had to adhere strictly to the rule of filling them in order of re- : : | 

ceipt. The production line is working at top efficiency and we Retail price 

ean assure you of shipment just as soon as humanly possible. $9 1S¢ 
* 75 | i 


SMITHCRAFT LIGHTING DIVISION, Chelsea 50, Mass. LESS LAMPS 
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General research of widespread 
industrial problems, particularly 
those affecting the smaller manufac- 
turer. 


5. Management Aids to Business 


In general, the idea here is not 
only to increase the number and 
quality of business aids provided by 
the Department, but to make certain 
that they get into the hands of busi- 
nessmen who need them, in a form 
which the businessmen can use. In- 
cluded would be: 

Basic market analyses, including 
marketing guides and the publica- 
tion of facts bearing on the market 
potentials of various areas for par- 
ticular products. 

Studies of trade regulations, 
analyses of the causes of business 
failures, and the preparation of lists 
of industrial and business establish- 
ments. 

Business operations studies, in- 
cluding analyses of layout practices, 
stock control systems, purchasing 
policies and the problems involved 
in entering new lines of business. 

Cooperative studies and services 
with university schools of business 
to expand the informational and ser- 
vice resources available to business. 

Industrial relations studies in- 
cluding the application of manage- 
ment techniques and methods of in- 
creasing efficiency and productivity. 

In general, studies and analyses 
aimed at giving business and espe- 
cially the small businessman the ma- 

terial he needs to shape his own poli- 
| cies and make his own decisions on 
his own problems. 


6. Technical Service Functions 


Increased support is to be given 
to the activities of the Weather 
Bureau, the Civil Aeronautics Ad- 
ministration, and the Coast and Geo- 
detic Survey, so that these agencies 
may better serve the areas of the 
‘conomy with which they are con- 
cerned. 


The Organizational Plan 


A broad organization plan is an 
‘ssential first step in developing this 
rogram. 

Most important initial step will 
ve the selection and appointment of 
hree new Assistant Secretaries of 
commerce, authorizing legislation 
or which is now pending in Con- 


gress. At present the Department 
has an Under Secretary, who acts 
as general deputy for the Secretary, 
and one Assistant Secretary. 

Under the proposed new organi- 
zation, the responsibilities of the 
Assistant Secretaries would be as 
follows: 

1. Air commerce and _ related 
technical services; 2. International 
trade; 3. Industrial Economy; 4. 
Small business. 

The first of these constitutes the 
functions of the present Assistant 
Secretary. This set-up continues. 

The Assistant Secretary for In- 
ternational Trade will act as the De- 
partnent’s spokesman in dealing 
with the Department of State on 
commercial policy, trade agree- 
ments, and the commercial officers 
of the foreign service. He will also 
maintain close contact with business, 
the foreign trade community, and be 
responsible for the execution of the 
foreign trade promotion program. 

The Assistant Secretary for In- 
dustrial Economy will be responsible 
for liaison with the business com- 
munity, the formulation and execu- 
tion of programs for promoting, fos- 
tering, and developing domestic com- 
merce, and the development of the 
Department’s programs and policies 
relating to the analysis dissemination 
of basic information on the manu- 
facturing, distribution, and service 
industries. 

The Assistant Secretary for Small 
Business will be concerned with the 
special problems of small business. 
It will be his task to develop and 
execute programs designed to assist 
small business with specialized tech- 
nological, laboratory, marketing re- 
search, management aid and other 
services which small business is un- 
able to provide for itself. 

Under the plan of reorganization, 
it is proposed that certain business 
promotion functions now in the 
Bureau of Foreign and Domestic 
Commerce be transferred to the As- 
sistant Secretaries, to be incorpor- 
ated as part of the broader program. 
The Bureau of Foreign and Domes- 
tic Commerce now has two types of 
functions: One, promotion and ser- 
vice to business ; and, two, research, 
fact-finding and business and eco- 
nomic analysis. Under the new plan 
the Bureau will be greatly strength- 
ened and expanded to perform a 
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broader research, analysis and pol- 
icy—formation function in the fields 
of domestic and foreign trade and 
will be relieved of its promotional 
activities so that it can concentrate 
on this central Departmental func- 
tion. 

In addition, a substantial expan- 
sion of the field operations of the 
Department is contemplated. 

“We hope eventually to have a 
local field office in every important 
metropolitan and industrial area,” 
Mr. Wallace said. “The services 
which the Department has to offer 
should be available through those 
field offices, and the men in the offices 
should work very closely with the 
business men and industrialists in 
their respective areas. We want a 
decentralized operation in which as 
many of our services as possible will 
be brought to the business man in 
the area where he operates.” 

Much more intimate working co- 
operation between government and 
business will be sought through a 
number of channels, including: 

1. Renewed emphasis on the work 
of the Business Advisory Council, 
calling upon it to review, analyze 
and make recommendations on spe- 
cific problems. 

2. Establishment of industry ad- 
visory committees, by which there 
could be a continuing interchange of 
ideas between the Department and 
business. Some of these committees 
would be permanent standing com- 
mittees and some would be tempor- 
ary, set up to handle a particular 
task. It is contemplated that records 
and working procedures set up by 
the war agencies for their industry 
committees would be utilized by the 
Department of Commerce. 

3. Closer work with the trade as- 
sociations and with such national 
organizations as the National Asso- 
ciation of Manufacturers, the U. S. 
Chamber of Commerce and the Com- 
mittee for Economic Development. 

“I recognize that at present the 
Department does not have either all 
of the legislative power or sufficient 
funds to carry out all parts of this _ 
program,” Mr. Wallace said. “We 
are in a position to carry out a sub- 
stantial part of it. Proposals have 
been submitted for the bulk of the 
additional legislation and funds 
which will be needed to put all of 
the program into operation.” 
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In commercial lighting, attractivenes 
high efficiency and low maintenance ar 
the outstanding requirements. The tw 
Spero fluorescent luminaires illustrate 
are designed and engineered to me 


these requirements. 


The SPERO LVR Line has aptly been termed “Masterpiece of Fluor 
cent Engineering.” Light from the four 40W tubes is shielded by even 
spaced egg-crate louvres. Reflecting surfaces are designed to eliminat 
trapped light — resulting in high intensity with low surface brightnes 
Louvres are hinged for easy cleaning and servicing of lamps. Plasti 
side pieces shield end tubes. 


The SPERO CVG Line meets the demand for a low-cost, glass shielde 
luminaire of smart appearance and high efficiency. Simplified desig 
makes low price possible without sacrificing quality. Panels of special 
selected “Claralite” ribbed, ceramic coated glass have 80% transmissi 
factor and superior diffusing qualities. Glass panels are easily remove 
for cleaning and maintenance. While unit is at its best with glass panel 
it is designed for effective use unshielded, where desired. 


‘\ Both these fixtures are available with SPER( 
\ INSTA-LITE, providing instantaneous startin 
and eliminating starters. Write for descripti 


bulletins. 





A Dependable Source for Electrical Products 


In addition to its complete lines of industrial, commercial, 
and residential fluorescent fixtures, Spero offers reflectors, 
flood lights, yard lights, vapor-proof units, cargo lights, | 
weatherproof diecast sockets, surface cabinets, switch- 
plates, outlet boxes and other installation equipment. All | 
Spero products are sold only through legitimate electrical 
wholesalers. 








THE SPERO ELECTRIC CORPORATION 


18222 LANKER AVE. * 





CLEVELAND,OHIO 
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News Notes Krom N. EWA. 


By Alfred Byers, Secretary 


National Electrical Wholesalers Association 





LOS ANGELES, CALIF. (By 
Special Correspondent. )—Pursuant 
to a request from the Pacific Coast 
Division of the National Electrical 
Wholesalers Association, Alfred 
Byers, secretary of the Association, 
has made an extended trip taking in 
the major wholesaling centers of 
Salt Lake City, Seattle, Portland, 
San Francisco and Los Angeles, in 


» the order named. 


A half-day formal meeting with 
Association members was held at 
each place, after which he would 
spend several days calling upon 
Electrical Leagues and clubs and 
upon individual wholesalers, both 
members and non-members. In each 
case, attendance at the meetings in- 
cluded practically all Association 
members in the immediate locality 
and adjacent cities. 

The purpose of the trip was to in- 
form the distant members, through 
personal explanation, of the many 
constructive things that the Associa- 
tion is doing in behalf of the indus- 
try. All these matters may be dwelt 
upon at length in written communi- 
cations, but the latter do not provide 
opportunity to ask questions and 
make suggestions concerning points 

| the various programs, and Mr. 
‘yers’ addresses and personal inter- 
iews filled that gap. 

There were eight major subjects 

icluded in his addresses: 

1. Veterans’ re-employment pro- 
ram. 

2. Basic sales training program, 
ponsored by N. E. W. A. and 
me O 

3. New method of conducting 
ommittee meetings, which are now 


longer and productive of more com- 
plete and informative reports. 

4. Last few years’ changes in the 
Association from the headquarters 
operational standpoint. 

5. Explanation of the new and 
definite effort being made to inform 
Electrical Leagues about the Asso- 
ciation’s varying programs, to en- 
able the Leagues to cooperate with 
local follow-through programs. 

6. Progress made by the new ap- 
pliance division of the Association. 

7. Great growth in Association 
membership in the last three years 
—some 300 new members, repre- 
senting an increase of about 60 per- 
cent, 

8. The Association’s intensive ef- 
fort to cooperate with the govern- 
ment agencies during the war, which 
is now carrying over into the Sur- 
plus Property Program. 

Growth in the membership is very 
encouraging, Mr. Byers said. It is 
due principally to the accelerated 
over-all program of the Association 
and active work in the field by 
Charles Pyle, Bob Hill and himself. 

Commenting on the new appliance 
division, he said he was particularly 
pleased to find that wholesalers 
everywhere on the West Coast were 
making practical use of the infor- 
mation being sent out through the 
division. He was told in many quar- 
ters that the information was prov- 
ing helpful to wholesalers as they 
formed their plans to handle the ap- 
liance business when it breaks. 

Mr. Byers says that he cannot 
find that the wholesalers’ normal 
problems are greatly different on the 
Pacific Coast than elsewhere in 
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the country, aside from the fact that 
the greater distances from the 
sources of supply necessitate buying 
in larger quantities and carrying 
larger stocks, in order to insure 
adequate supplies on hand at all 
times to render suitable service. 
There is also the problem of greater 
distances to be covered in reaching 
a given number of customers, out- 
side of the five large centers. This 
naturally adds to the wholesaler’s 
cost of doing business. 

On the personal side, Mr. Byers 
said that he was getting a great kick 
out of the trip, in spite of the con- 
siderable difficulty in getting trans- 
portation and hotel accommodations 
to jibe on the return half. 

“T did have one of those ‘believe 
it or not’ experiences,” he said, 
“from Portland to Seattle on the 
way out. My father and the father 
of Adolphe Menjou of movie fame 
were business friends when we were 
kids. Adolphe has a brother, and 
although I had heard of him I had 
never met him. Then, out of all the 
people traveling these days, my seat 
mate turned out to be his brother. 
He was just ‘out’ from China-Bur- 
ma-India, where he had been an 
officer having to do with getting the 
planes over the ‘hump.’ The things 
that he told me of their experiences 
in that sector made the 200-mile trip 
one of the most interesting I have . 
ever taken. The wholesalers may 
think that they have a pretty big 
hump to surmount in order to get 
their businesses over onto a level op- 
erating basis, but I have a suspicion 
that, in comparison, their hump is 
no more than a slight wrinkle.” 
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Say, Suookce, WHOS DIS RACO Guy ? 


@ “Ease up a bit and I'll tell you—what are you tryin’ to do, make me look like a bum? It’s 
de line that’s sold by All-Steel-Equip.”’ 

Right—Wholesalers and Salesmen throughout America know that Raco is the famous 
name of All-Steel-Equip’s quality line of steel switch boxes and outlet boxes. Here’s why you 
also can always rely on Raco: 


@ It’s the dependable line, the uniform line, the profit line that’s sold nationally 
by wholesalers only. 


e No jagged or rough edges—no dirt or grease. Smooth, attractive appearance! 


e Every Raco product comes neatly packed in a protective carton, with index 
showing number, quantity and finish. Easy to stock and identify. 


e All-Steel has been making precision metal products for over 33 years. The 
Raco line is made with the same care—to the same exacting standards! 


Write today—let us tell you more about Raco~All-Steel + Products. 


THE JAY-KAY (J-K) BOX 


Made for “BX” but with bushing plate removed, it 
becomes a box for non-metallic cable. Supplied in 314" 
and 4" diameters. Boxes only, or assembled on bars; 
external clamps allow more wiring room. Use this box 
now when connectors are scarce. 


ALL-STEEL-EQUIP COMPANY, INC. 
300 Kensington Avenue, Aurora, Illinois 


For Non-Metallic Cable 
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The “ADD-A-LIGHT” Strip...which in addition to being a 
complete fluorescent lighting unit within itself ...is the ba- 
sis for all adaptations shown in left column. Once a single 
unit is connected ... additional units may be extended any 
distance required (see male and female plugs above). Basic 


strips and attachments come in 24, 48, and 96 inch lengths. 


@ MOE-BRIDGES is proud to present “ADD-A-LIGHT” an entirely 
new type FLUORESCENT LIGHTING UNIT. “ADD-A-LIGHT” is 
a new conception in fluorescent lighting, not an old fixture with a 
new dress. It is a new “package lighting” line...and opens up a 
new market in lighting equipment sales to commercial institutions, 
homes and offices. “ADD-A-LIGHT” is equally as effective and ef- 
ficient for complete new installations ...the replacement market... 
or as a supplement to existing equipment. “ADD-A-LIGHT” can be 
merchandised in the same simple manner as toasters, coffee makers 
and all other portable electric appliances. “ADD-A-LIGHT” can 
be installed anywhere without regard to electrical outlet... and 
can be either pinned- up on picture hooks or permanently and 
quickly mounted using wood screws with bayonet lock- “up mounting 
holes. You must see “ADD-A-LIGHT” to appreciate its complete 
simplicity and marketing possibilities. JOBBERS are requested to 
write for full information and to place their quantity commitments 
as soon as possible. DEALERS will find “ADD-A-LIGHT” a real 
addition to their package merchandise counter, and are invited to 
contact their Jobber immediately. 
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H™ is a postwar product with an irrestible 
prewar-tested appeal. The @ Electric Quik- 
heter gives an instant flood of warmth that takes the 
chill off the morning shower . . . makes shaving an 
undershirt job on freezing mornings . . . saves on fuel 
between the seasons when the regular heating sys- 
tem is off ... and supplies that extra heat babies must 
have for bathing. 


Architects find its graceful lines complementary to 
every room: kitchen, bath, bedroom — even the liv- 
ing room. It has delightful eye appeal, a cheery glow, 
takes no floor space and is welcome wherever auxiliary 
heat is needed. 


made only by FRANK ADAM ELECTRIC CoO. 


3650 Windsor Place 
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Electrical contractors admire its sturdy construc 
tion and easy installation. It has a genuine Nichromé 
element that never needs replacing and no fan or other 
moving parts to ever wear out. Thousands of delighted 
owners are spreading the good news that here, indeed. 
is an auxiliary electric heater that adds immeasurab)) 
to truly comfortable living. 


We know that you, too, will find profit and pleasure 
through recommending the @ Quikheter. Your cus 
tomers will feel you have done them a favor — anq 
you have! Orders are being taken now, so write toda 
for our new descriptive folder and catalog. 


HETER 








St. Louis 13, Missouri 
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MATCH TH 


Top off your good work on your Payroll Savings Plan 
with an outstanding showing in the Victory Loan—our 
last all-out effort! 





Help bring our boys back to the homes for which they 


In rallies, interdepartmental contests, 
and solicitations, promote the new Franklin Delano 
Roosevelt Memorial $200 Bond! Better than “cash 
in hand,"’ Victory Bonds enable the buyers to build for 
the future—assure a needed nest egg for old age. 

Keep on giving YOUR MOST to the Victory Loan! 
All Bond payroll deductions during November and De- 


The Treasury Department acknowledges with appreciation the publication of this message by 
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VICTORY LOAN ! 


fought—and give our wounded heroes the best of medi- 
cal care—by backing the Victory Loan! You know your 
quota! You also know by past war-loan experience that 
your personal effort and plant solicitation are required 
to make your quota. 


Sell the New F.D. Roosevelt Memorial $200 Bond through your 
PAYROLL SAVINGS PLAN! 


cember will be credited to your quota. Every Victory 
Bond is a ‘‘Thank You”’ to our battle-weary men overseas 
—also a definite aid in making their dreams of home 
come true! Get behind the Victory Loan to promote 
peacetime prosperity for our returning veterans, 
your nation, your employees—- 
and your own industry! 









This is an official U. S. Treasury advertisement prepared under auspices of Treasury Department and War Advertising Council 


Yovember 1945—-WHOLESALER’S SALESMAN 


Patented 
Other Pats 
Pend. 


FLEX-LOC Lamp Holder 


FLEXIBLE — Automatic — self-adjusting to variations in 
lengths of lamps or spacing of mounting holes. Engineered 
to fit «dl standard spacings. 


AUTOMATIC LOCK is positive. No need for extra locking 
devices. Lamp cannot fall out. Contacts cannot loosen. 


EASY insertion and removal. No twisting. No turning. No 
fussing to seat lamp in holder. FLEX-LOC does the work 
automatically. As lamp pins slide up to terminal holes, 
holder is flexed outward. As pins enter holes, holder snaps 
inward, internal spring returning to normal. 


PERFECT ELECTRICAL CONTACT — Newly designed, pat- 
ented terminals grip BOTH sides of lamp pins . . . make 
sure and positive contact. 
Listed and Approved by 
Underwriters’ Laboratories Inc. 


Pat. Nos. 
2200443 
2228210 


Y 


Automatic Starter 


Positively cuts out deactivated, flickering, blinking lamps. 
When trouble is detected the starter automatically cuts off 
~ current to the ballast and lamp. 


Gives long life to ballast because defective lamp is locked 
out. Prevents overheating. 
When Lloyd AUTOMATIC locks out defective lamp—turn off 
the current—remove defective lamp—put in a new lamp. 
Allow at least one minute to make above changes. Turn 
on current. The starter automatically lights the new lamp. 
The life of the AUTOMATIC starter is many times greater 
than that of the average lamp. 
It saves maintenance costs and power consumption, pro- 
tects and insures longer life to ballast and lamp. 
Certified by 
Electrical Testing Lab., Spec. 6 


Lloyd Policy Insures Quality 
LLOYD PRODUCTS CO. 


Providence 5, R. I. 
Branch .Offices and Warehouses in 27 Leading Cities 
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WPB Out; New Civilian Agency 


To Handle Reconversion Control 


“CPA” under J. D. Small to handle remaining WPB func- 
tions and controls in transition period. WPB’s Krug resigns 


NEW Civilian Production Agency 
[IX took over the remaining materials 
and production controls when the War 
Production Board was officially dissolved 
on November 3rd. J. D. Small was ap- 
pointed to head the new agency which 
will operate under policies laid down by 
the Office of War Mobilization and Re- 
conversion. The resignation of WPB 
Chairman J. A. Krug was accepted by 
President Truman to be effective on the 
day WPB ended. 

In outlining the function of the new 
CPA, Mr. Small said: 

“The War Production Board’s task 
f production for war has been com- 
pleted and WPB’s record of accomplish- 
ment during the war years speaks for 
itself. 

“The Civilian Production Administra- 
tion will take over, and will carry for- 
ward, those remaining WPB functions 
and controls that are required during the 
transition period of reconversion to ac- 
complish the objectives laid down by the 
applicable Federal Statutes and Execu- 
tive Orders of the President. 

“The functions transferred to the new 
ffice will be utilized to further a swift, 
rrderly transition from war-time pro- 
duction to a maximum peace-time pro- 
duction in industry free from war-time 
Government-controls with due regard for 
the stability of prices and costs. 

“It will use its authorized powers to 
expand the production of mat»:ials which 
are in short supply; limit the use of ma- 
terials which are still scarce; restrict the 
accumulation of inventories so as to 


avoid speculation, hoarding, and unbal- 
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distribution which would curtail 
production; grant priority assist- 
to break bottlenecks which would 
impede the reconversion process; facili- 
tate the fulfillment of relief and other 
essential export programs, and allocate 
scarce materials or facilities necessary 
for the production of low priced items 
essential to the continued success of the 
stabilization program.” 


anced 
total 
ance 


Outlining the organizational structure 
of CPA, Mr. Small said that it would 
be much smaller and more compact than 


ger ~ 
Of business, de 


the giant WPB-structure that was needed 
during the war There will be five 
main bureaus handling respectively, in 
priorities, field op- 
international supply, and the 
demobilization of former WPB 
either be closed 
transferred to 


years. 
dustrial operations, 
erations, 
orderly 
functions that will now 
out or, in some cases, 
other agencies. 

1. Industrial Reconversion Operations 
—This bureau will deal with problems 


affecting particular industries which 
produce or consume scarce raw ma- 
terials and products such as_ rubber, 


lead and some other 
minerals, some construction materials, a 
few textile items and chemicals, and 
various hard goods and equipment items. 

2. Reconversion Priorities—This bu- 
reau will be responsible for the modifi- 
cation of general priorities and alloca- 
tion controls (as distinct from the prob- 
lems of particular industries), the in- 
ternal clearance of agency actions, ap- 


forest products, tin, 








FLORIDA WHOLESALER holds dealer meetings to introduce the com- 
pany’s radio line. Raybro Electric Supplies, Inc., of Tampa, Jacksonville, 
Miami and St. Petersburg, held three meetings in October, one in Jackson- 
ville, one in Miami and the third in Tampa, where 95 percent of their appli- 
ance dealers were able to see the Farnsworth radios, and hear the sales 
policies of Farnsworth and Raybro explained. J. A. Mook, Jr., general mer- 
chandise manager, and J. H. Wade, radio sales manager of Raybro, conducted 
the meetings. Above is the group attending the meeting at Tampa. 
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Whatever your ventilating problem—fac- CHELSEA exhausters, blowers, coolers, 
tory, hotel, office or home—CHELSEA fans and ventilators — incorporate the 
equipment provides the economical solu- skill and experience of 30 years’ special- 
tion. All types of industrial units are in- ization in the field. All are described in 
cluded in a diversity of sizes as well as detail in illustrated literature, available on 


many domestic models. All are specifically request without obligation. Write today. 
designed for maximum service life and 
quiet, efficient operation. 
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peals, inventory problems, compliance, 
and relationships with other Government 
agencies. 

3. Field Operations—Is concerned with 
operations in the field including compli- 
ance. 

4. International Supply—Is concerned 
chiefly with imports, exports and inter- 
rational allocations. 

5. Demobilization—Covers functional 
demobilization and transfers, budget. 








HONORED for more than 40 years of service with Pass & Seymour, Inc., 
William E. Gould, New York manager for the company receives a gold 40- 
year service pin from R.H. Pass, president of the company, during a visit to 
the plant last Spring. Inadvertently, the above photo was not sent to 
W HOLESALER’S SALESMAN until late in October, but the popularity of 
“Bill” Gould still warrants publication even at this late date. The photo was 


taken for “The P&S News.” 





MEETING to discuss the Art Metal Company’s plans for promoting com- 
mercial and domestic lighting and bactericidal lamp sales are these men who 
attended a three-day meet at Cleveland: Front row, left to right, George 
Pellinger, New York; S. O. Lane, Detroit; Paul Bowers, Buffalo; Harry W. 
Kellogg, Art Metal’s service manager. Second row, left to right, Wm. H. 
Etzell, Boston; W. E. Snell, Minneapolis; Wm. G. Gordon, Seattle; Don 
Wood, Dallas. Last row, left to right, A. J. Fleming, Minneapolis; Geo. E. 
Glatthar, president, Art Metal; Henry G. Clum, general sales manager, Art 
Metal; Brooks Chassaing, company’s midwest sales manager; Carl F. Glat- 
thar, secretary, Art Metal; J. W. Lavan, Minneapolis; Joseph Terr, chief 


engineer. 
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Wholesalers Must Absorb Increases 


OPA Gives To Radio Set Makers 


Advances from 10/2 percent to 15 percent allowed manu- 
facturers in OPA pricing plan to allow for increased 


costs. Wholesalers and dealers to get same profit as prewar 


JOLESALERS and retailers will 

be required to absorb higher prices 
granted to manufacturers or radio re- 
ceivers, the Office of Price Administra- 
tion announced last month, when it gave 
out its pricing plan which is designed to 
give the public radios at approximately 
pre-war prices. 

The pricing agency granted producers 
of radio sets and components “increase 
factors” for prices of new production 
sharply higher than those permitted in 
a temporary ruling in August. These 
factors range from 10% percent for the 
more expensive models to 15 percent for 
the small models. With few exceptions, 
OPA said, wholesalers and retailers will 
be able to absorb this increase. 

For completed sets sold to wholesalers 
for less than $11.00, an increase factor 
of 15 percent is granted manufacturers ; 
for sets costing wholesalers between 
$11.00 and $30.00, an increase of 12 per- 
cent is permitted, and for those costing 
more than $30.00, a rise of 10% per- 
cent is authorized. 

Absorption by re-sellers of most of 
the increases granted manufacturers, the 
agency said, will not reduce their aver- 
age margins below those realized in pre- 
war months. Margins will be “even 
greater now”, it was. stated, because 
“trade insurance will not have to be 
taken above re-sale value, and no mark- 
downs will be necessary to stimulate 
consumer buying.” 


N. E.W. A. Reviews 
Industry Problems 


Problems of major interest to elec- 
trical wholesalers, many in the form of 
committee reports, were reviewed at the 
recent two-day meeting in New York 
of the Executive Committee of the Na 
tional Electrical Wholesalers Association, 
according to an announcement by man- 
aging director, Charles G. Pyle. 

Reports submitted included develop- 
ments in OPA’s price absorption policies, 
the surplus materials situation, revision 
of N.E.W.A. by-laws, revision of the 
suggested uniform accounting system and 
secretary Alfred Byers’ trip to the Pacific 
Division during which he addressed a 
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Write for 
descriptive 
catalog 


WIRE * CORD SETS * CARTRIDGE and 
PLUG FUSES + FUSTATS * TROUBLE 
LIGHTS * CHRISTMAS LIGHTING SETS 


ROYAL ELECTRIC CO., Inc., PAWTUCKET, R. I. 











series of meetings held at Salt Lake City 
Seattle, Portland, (Ore.), San Francisc 
and Los Angeles. 

The Executive Committee also ap 
proved reports of Appliance Divisio 
activities from E. B. Ingraham, chair 
man, and Robert C. Hill, director. 

A comprehensive program planned b 
the Catalog Committee to make electrica! 
wholesalers’ catalogs more effective fo 
on-the-spot selling was discussed in de 
tail. The advisability of giving furthe 
consideration to the development of 
“hiring technique” program which might 
include aptitude tests was analyzed i 
view of the industry’s need for thousand 
of well qualified employees. 


Sees Farms As Big 
Refrigerator Market 


In a news bulletin from the Refrigera 
tion Equipment Manufacturers Associa 
tion it states that farmers of America 
who already have spent more money for 
any other single electric household ap 
pliance or item of electrical equipment 
may spend well over a third of a billion 
dollars for the same type of products in 
the next five years. 

Total farm expenditures ffor all 
mechanical refrigeration equipment, in- 
cluding refrigerators and units for freez- 
ing food, storing food after frozen, milk 
coolers and other products which had just 
begun to reach the market when the war 
began, may reach the half billion dollar 
mark. 

They will comprise by far the largest 
single item in the 3 billion dollars which 
the Rural Electrification Administration 
estimates would be spent for electrical ap- 
pliances and equipment as a result of its 
program to electrify every one of the 
6,100,000 farms in the country by 1950. 

Basing these estimates on figures coin- 
cident with the administration’s electri- 
fication program, F. J. Hood, president 
of the REMA, declared that the totals 
definitely are on the side of conservatism 


Fire Destroys Stock 
Of Leo Meyberg Co. 


On Sunday, September 23, fire de- 
stroyed the complete stock at the 70 Tenth 
St. headquarters of the Leo J. Meyberg 
Co., San Francisco. Cause of the fire is 
unknown. The loss was approximately 
$200,000, including the whole stock of 
Victor records, radio tubes, electronic 
equipment, etc. The building was com- 
pletely gutted. 

While the office equipment was lost, 
most of the office records were saved, 
enabling the company at once to resume 
business activities in the building of its 
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E. M. MAYNARD has taken over the 
responsibility of purchasing agent for 
the Elliott-Lewis Electrical Company, 
wholesalers in Philadelphia. Mr. May- 
nard has been with the WPB as head 
of the Wire Warehouse Section, Cop- 
per Division, for three years. Before 
that he spent several years with West- 
inghouse Electric Supply at Syracuse 
and Albany, N. Y., and with Southern 
Tier Electric Supply Co., at Bingham- 
ton, N. Y. 





Service and Engineering Division, about 


a block away at 1375 Mission St. 


The burned building will either be re- 
habilitated or new quarters will be se- 


cured. 


Radio Sets Exempt 


‘From Inventory Controls 


Radio 
Washington, 


In a news bulletin from the 
Manufacturers Association, 
D. C., the following announcements were 
made: 

“WPB has exempted radio receiving 
sets, phonographs, and radio-phonograph 
mbinations from inventory restrictions, 
along with several major household ap- 
pliances, to enable producers, wholesalers 
and retailers better to distribute scarce 

msumers’ goods. The action was taken 

y issuing Amendment 1 to Order L-63 
nd Direction 1 to Order L-219. It was 
effective October 25 and applies to sup- 


liers’ and mercantile inventories.” 


22 New RMA Members 

[Twenty-two more companies were ad- 
litted to RMA membership by the Asso- 
iation’s Board of Directors at a recent 
ieeting held at the Westchester Country 
lub, Rye, New York, bringing the RMA 
embership to a new high of 273 mem- 
er companies. Following are the new 
‘MA members: 

American Newark, 


Transformer Co., 











KWIKHEAT’S 
BUILT-IN Aone 
THERMOSTAT (@» 


* HEATS IN ONLY 90 SECONDS 
* MAINTAINS PROPER HEAT 
* CAN'T OVERHEAT es 

* LESS RETINNING NEEDED ~ 
* TIPS LAST LONGER 
* COOL, SAFE HANDLE 
* LIGHT WEIGHT 


The Kwikheat Soldering Iron 

has ample reserve power for 

your soldering jobs—225 watts 

held in check by a thermostat 

built right into the iron*—main- 

taining ideal temperature for perfect 
soldering—preventing overheating 
(which causes deterioration in other 
irons) —prolonging life of tips and elimi- 
nating the need for constant retinning. Be- 
sides these big advantages, the Kwikheat Iron 

is hot, ready to use only 90 seconds after plug- 

ging in. It is extremely light (14 ounces), well- 
balanced, and has a safe, cool handle. No wonder 
Kwikheat is a sensation wherever it is used. You will 
want to stock this “hot” item. With one tip — $11.00, list. 


6 INTERCHANGEABLE TIP STYLES 
#2 #3 #4 #5 
$1.25 Din $1.75 QO, 25 


VANATTA 


#0 #1 
$1.25 


*patented 


THERMOSTATIC SOLDERING IRON 


A Division o 


Sound Equipment Corp. of Calif.e 3903 San Fernando Rd., Glendale 4, Calif 
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gs The new Everhot 

Roaster embodies all 
the thrilling newness and 
exciting advancements the 
public is expecting to find 
in post-war products. You 
have much of interest to 








talk about when you are 
showing this new Everhot 
. . » features never before 
incorporated in such an 
appliance. 


Buy-Appeal 
Features 


@ Observation glass in lid. 

@ Combination in-built revolving 
temperature guide and cook- 
ing time-chart. 

@ New-type air and moisture 
control gives better flavor and 
appearance to all foods. 

@ Stain-proof cover. 


@ Turn-a-knob mechanical cover 
lifter. 

@ Deeper roasting pan assures 
more uniform cooking and 
better browning. 

@ Stainless steel covers for all 
utensils. 

@ In-built timer clock control 
optional. 











THE SWARTZBAUGH MFG. COMPANY 


Established in 1884 e Toledo 6, Ohio 
AUTHORIZED WHOLESALERS I3N ALL MARKETS 








N. J.; De Mornay-Budd, Inc., New York 
City; Eastern Electronics Corp., New 
Haven, Conn.; Franklin Photographic 
Industries, Chicago, Ill.; Hartford In- 
dustries, Inc., Jackson Heights, N.Y.( 

Hazeltine Electronics Corp., N.Y.C.; 
Industrial Electronic Corp., Brooklyn, 
N.Y.C.: Lewis Electronics, Los Gatos 
Calif.; Modern Electronics Co., Inc., 
N.Y.C.; National Design Service, N.Y.C.: 
National Moldite Co., Hillside, N. J.; 
Noma Electric Corp., N.Y.C.; Peerless 
Electrical Products Co., Los Angeles, 
Calif.; Radio Receptor Co., Inc., N.Y. 

Rayenergy Radio & Television Corp., 
N.Y.C.; Regal Electronics Corp., N.Y.¢ 

Stamford Electric Products, Inc., Stan 
ford, Conn.; Symphonic Radio & Ele: 
tronic Corp., Cambridge, Mass.; United 
States Trunk Co., Inc., Fall River, Mass 

Waters Conley Co., Rochester, Minn.; 
Wilmak Corp., Benton Harbor, Mich 

The Workshop \ssociates, Newton 
Highlands, Mass. 


Half-million New Homes 


Will Be Built In °46 


An estimate of 450,000 new homes to 
be built in 1946, was given by the Con 
struction Industry Advisory Council of 
the U. S. Chamber of Commerce at a 
meeting this month in Washington, D. C 
Charles G. Pyle, managing director of 
the Natinoal Electrical Wholesalers As 
sociation, was present at the meeting. 

This figure of nearly a_half-millio1 
homes for the first full year after the 


t 


war compares with the 1940 total « 
603,000. 

Featured in a luncheon address by 
John W. Snyder, director, Office of War 
Mobilization and Reconversion, was a 
6-point Government program. Mr. Sny- 
der said that the Administration had no 
present plan to ask Congress for pric 
ceilings on finished homes, but he added 
“we will determine later on what further: 
steps the Government should take it 
the present voluntary program of pric 
control does not head off a boom.” 

Douglas Whitlock, chairman of The 
Producers Council Advisory Board 
stated the building industry’s position 
He declared that there was no objectior 
to OPA control if intelligently admin 
istered and if delays were eliminated 
No controls at all, he said, would b 
better than the present system. 

Among subjects covered by other 
speakers at the Council meeting were the 
responsibility and outlook for distrib 
utors, contractors, labor, financing insti 
tutions and home builders. Eric A 
Johnston, president, Chamber of Com 
merce of the U. S., spoke at the lunch- 
eon meeting and Abner H. Ferguson, 
former Federal Housing administrator, 
and Joseph E. Merrion, president, Na- 
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NEW DELIVERY TRUCK now in 
use by a California wholesaler. It is 
made to _ specification, assembled 
largely from parts of standard automo- 
biles. Has a 2-cylinder, 82 horsepower 
motor, giving about 60 miles per gal- 
lon, and uses a fluid drive transmis- 
sion, Can carry a half-ton payload, size 
up to 35 cubic feet. 








ional Association of Home Builders of 
ie United States, addressed the dinner 
neeting. 

The Construction Industry’s Advisory 
ouncil, now formally organized at this 
initial meeting, has the following pur- 
poses and scope: 

1. To help develop construction industry 
2. To make recommendations 
to the Construction and Civic Develop- 
ment Department Committee of the Na- 
tional Chamber for carrying out policies 
or programs of common interest to the 
construction industry. 3. To provide 
ee clearly defined and better organized 
contacts than now exist with trade and 
professional associations in the con- 
struction field. 


opinion. 


Builds Exclusive 
Appliance Store 


Anticipating a trend on the part of 
merchandisers of appliances toward larger 
and more pretentious displays and the 
howing of appliances in model rooms 
f modern design, the May Co. depart- 
nt store of Los Angeles has underway 
a development which is indicative of 
what may be expected in the department 
store field in the line of post-war appli- 
ance merchandising. 

(his company started construction 
early in October of a $200,000, one-story 
building 262 ft. by 100 ft., which will 
be devoted exclusively to electrical and 
associated appliances. The 26,200 sq. ft. 
i floor space will include a 300-seat 

itorium where cooking, quick-freezing 

other courses are to be presented. 


i) 
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Cleetriie Unit Heaters 


PREPARE FOR COLD WEATHER NOW 
with Electxuie Unit Heaterw 


Lv 


















Electromode illus- 
trated above, in 
models 10 to 60 KW sizes, is for ceiling 
or wall suspension only. il del 
1.5 to 7.5 KW sizes, may be suspended 
or used as portable Unit Heaters. 





Now is the time to figure your coid weath- 
er heating requirements in order to be 
prepared when the need arises. Be ready 
to have heat-in-a-minute, anywhere, conveniently supplied by Electromode 
Electric Unit Heaters. Factory rooms, exposed areas, isolated buildings, 
watchman houses, hard-to-heat areas or departments—are but a few places 
where you can safely and easily install Electromodes. 

Users have found that installation is as simple as hanging an electrical 
fixture, with no maintenance of piping and fittings. Electromodes furnish 
heat quickly, efficiently and economically, at any location where wires can 
be run, with no transmission heat losses en route to heater—no consumption 
whatever when not “ON”. Electrical energy is converted 100 per cent into 
heat, and the warmed air is fan-circulated and distributed downward by 
adjustable deflectors. 

Electromodes owe their great 
efficiency, long life, and freedom 
from fire or explosion hazard to 


the patented heating element. This y 







is a one-piece, finned, aluminum 
encased heating element. Since the 
fins are an integral part of the cast- Heating Element... No exposed glow- 
ing, there are no dead air spaces to ing resistors... . No oxidation or deterioration. 
hinder efficient radiation. Because of this exclusive design and large convec- 
tion surface, Electromodes have great B.T.U. output (from 5122 to 204,900) 
at a safe, low operating temperature. Electromode Unit Heaters are made in 
a wide range of standard capacities and all can be automatically controlled 
by thermostat if desired. 


Rectangular 
Type, Patented Electromode 





HOW TO ESTIMATE FOR PROPER SIZE ELECTROMODE 
The “Watts Per Cu. Ft.”” method for roughly estimating the heat loss for 
rooms of average construction and from 0° F to 70° F. 


DESCRIPTION WATTS 

1. Interior room, little or no outside exposure......cecereseccccees 25 

2. Average rooms, moderate windows and doors........ 1.50 to 1.75 
3. Rooms with severe exposure, great window, door space to 

4. Isolated rooms, cabins, watch houses, similar buildings. ........+.. 3 to 6 





EXAMPLE FOR ROOM OF AVERAGE EXPOSURE | EXAMPLE FOR ROOM WITH SEVERE EXPOSURE 
(Use factor 1.75) (Use factor 4) 
12x13 x10 = 1560 cw. ft. 10 x13x9 = 1170 ew. ft. 
1560 x 1.75 = 2730 watts (2.73 KW) 1170 x 4 = 4680 watts (4.68 KW) 
Use 3 KW Heater (Electromode AN-30) Use 5 KW Heater (Electromode BN-50) 











You'll find Electromode Unit Heaters the efficient answer to many 
of your heating problems. For complete dimensions and data, write 
today for Bulletin 46-U and Heating Survey Form. ELECTRO- 
MODE CORPORATION, Div. of American Foundry Equipment 
Co., 440 So. Byrkit St., Mishawaka, Ind. 


LECTROMODE 


















It's Yaturally Safer.. 


/ WIRE WITH 


PORCELAIN 


. 
/ RL 


Porcelain Insulates 
and Protects. 
























No dangerous 
stray currents. 


and PROFIT fox Gou/ 


Because the PORCELAIN way is based on using insulating— 
not conducting— materials for enclosures and supports... it’s 
naturally safer! Porcelain protects and insulates—refuses to 
transmit or conduct dangerous stray currents. 

Modern PORCELAIN Protected Wiring also offers time- 
proved advantages in permanence—economy—and ability 
to carry a bigger load. Only the non-metallic way has a record 
of nearly fifty years of efficient, dependable service. Ask your 
friendly Electrical Inspector about the safety and long-life 
features of knob-and-tube wiring. Write for wiring catalog. 



























TRUMAN W. BALL has been ap. 
pointed San Francisco manager by the 
Proctor Electric Company, Philadel. 
phia, to direct sales of its appliance 
lines. For the past five years he has 
been a field representative of the Bry. 
ant Electric Company in that area. 
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Training Course 


Nearly Ready 


The material for the Basic Sal 
Training Course, being prepared 
the joint sponsorship of the Edison Ek 
tric Institute and the National Electric 
Wholesalers Association, is expected t 
be ready for general distribution or 
before December Ist. 

In a memo to its members in Octol 
NEWA said: 

“The Utility Companies are very 
terested in this program. The Utilit 
in your own area may be contemplatin 
the organization of a basic sales trai! 
ing course for their salesmen and whol 
salers’ and dealers’ salesmen in the at 
In that case, they would have all of th 
material needed to conduct the c 
and you would need to buy only 
salesmen’s manuals, for the number ‘ 
salesmen who would tie in with 
sales training course. 

“Should you desire to conduct 
own Basic Sales Training Course 
your Own organization and your dealet 
it would then be necessary for yi 
order the complete set of films and r 
ords and the number of individual sales 
men’s manuals that you would requi! 
accordance with the number of it 
duals to be enrolled in your course 
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“This information is being sent t 
now in order that you might give ea 
attention to this subject and place 
us, as soon as possible, the order 


whatever material you may need. 
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will enable us also to plan shipment of 
the material as soon as it becomes avail- 
able in order that you may have it 
promptly and thus proceed without delay 
in preparing for your salesmen’s and 
dealers’ basic training. 

“The material in the basic sales train- 
ing course will be found to be of especial 
value at this time when it is so necessary 
to retain sales organizations. I recom- 
mend your careful consideration of this 
subject which is so important to the 
future of your business.” 


Raybro Announces 
Changes and Appointments 


Troy A. Brown, president and gen- 
eral manager of the Raybro Electric 
Supplies, Inc., Tampa, Florida, announces 
the following important changes in key 
positions with the company: 

W. R. Young, sales manager of Supply 
ind Utility Sales for the entire com- 
pany; C. V. Brown, Miami’s branch 
manager; Fred Elwes, manager of Jack- 
sonville Branch, replaces R. L. Rhodes, 
who has retired. 

W. R. Young becomes sales manager 
f Supply and Utility Sales for the 
entire company. C. V. Brown 
to Miami to become branch manager. 
Fred Elwes, now manager of Jackson- 
ville Branch, succeeds R. L. Rhodes, 
who has retired. John Braun assumes 
management of St. Petersburg Branch, 
succeeding J. H. Wade, who has been 
transferred to the Merchandise Dept. in 
Tampa. 


moves 


New Appointments in Merchandise Dept. 

J. A. Mook, Jr., Merchandise 
announces the appointment of J. 
H. Wade as manager of radio and small 
appliance sales. J. W. Baker 
manager of major appliance sales. 


Man- 
age < 


will be 


OPA Reorganizes 
Consumer Division 


\ reorganization of OPA’s Consumer 
Goods Pricing Division was announced 
ecently by that agency as a step to aid 

eliminating delays in reconversion 

‘ing of consumer goods. 

Three new hard goods branches have 

n established, with G. Griffith John- 

assistant director, in and 
Harvey C. Mansfield, assistant director, 
charge of program planning. One of 
se branches, the appliances and equip- 
ment price branch, 
sections, with 
price executive. 


charge, 


ee Thomas P. Kelly 





will be divided into. 
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Here are two sturdy 
tools— back from the 
war — ready to aid linemen 
and electricians with their 
peacetime job. 
Some will choose the husky 201, 
favorite of “men who know good 
tools” for generations. Others will 
prefer the streamlined 201-NE with the 
rounded nose that gets into confined. spaces 
and won’t nick wires. 
But whichever Klein they select, they are sure 
of getting the maximum in tool life—tool comfort— 
tool quality. 
Klein Pliers are being made as rapidly as we can pro- 
duce them, but naturally it will take some time before every- 
one can be supplied. Place your order with your jobber and 
he will fill it as soon as he can. 


This book on the care 
and safe use of tools 
will be sent on request. 


IN 


| Rom Wek ome & : 


Since 1857 
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3200 BELMONT 


& Sons 


ILLINOIS 
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...FOR BUSY 


THE STOCKLITE 


5s T te ] K +4 te ]  e | nA & Exclusively Goodrich! 


Finished in permanent 
porcelain enamel, 


@ It’s an idea that works! And it makes a world of difference 
in any stockroom! 

It starts with better illumination —a fixture designed spe- 
cifically for this purpose. Through the scientific use of re- 
flection, the Goodrich Stocklite directs light exactly where 
it’s needed ... illuminates shelves uniformly from top to 
bottom row ... builds up intensities in bin interiors. And 
it eliminates aisle glare; enables stock clerks to read type- 
written slips or small parts numbers anywhere in the aisle. 

It ends with better stockroom service ... more expedi- 
tious handling of orders. Yet it costs no more than ordinary 
illumination. And it saves money because it eliminates 
costly errors and delays. Write for Bulletin No. 91. 


Sold Through Electrical Wholesalers 


RODRIG 


kA RI BOM PA NIY 


4600 BELLE PLAINE AVENUE, CHICAGO 41, ILLINOIS 
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National Carbon Men 


Win AIEE Award 


The American Institute of Electrica] 
Engineers’ 1944 annual award for the 
best technical paper in the electrical field 
has been presetted to Dimiter Ramadan- 
off and S. W. Glass, both of the Research 
Laboratories of National Carbon Com.- 
pany, Inc., for their joint paper, “High 
Altitude Brush Problem.” 

This paper was chosen by the AIEF 
Committee of Award because of its 
presentation of the results of research 
which solved the problems of disintegra- 
tion of carbon brushes for rotating elec- 





trical equipment operating at high alti- 
tudes, a phenomenon which had become a 
critical problem to the armed forces sinc 
it threatened to prohibit high altituc 
military aircraft operations. 

Dr. Ramadanoff received his Ph. D. ir 
Physics in 1932 at Cornell University 
where he was a McMullen researcl 
scholar and instructor in electrical engi- 
neering until 1937 when he joined th 
Research Laboratory of the National 
Carbon Company as electrical engine: 
and physicist. 

Dr. Glass received his M. A. degre 
at Harvard and his Ph. D. at Brown Uni- 
versity in 1926, when he joined Nationa 
Carbon’s Research Laboratory to devot 
his time to carbon brushes. 


Pittsburgh Reflector’s 
35th Anniversary 


The Pittsburgh Reflector Company 
which celebrates its 35th anniversary 
this year, was established in 1910, in ; 
small processing plant located in Pitts 
burgh, Pa. In 1915 the company de- 
veloped a process for manufacturing 
silver-plated glass reflectors. Fron 
this new process evolved a reflector 
known to the industry as the “Perma- 
flector.’ The success and _ steady 
growth of Pittsburgh Reflector is due 
principally to the outstanding perform- 
ance of this basic product. 

Many of the employees have beet 
with the company since its inceptiot 
and these veterans and the younger 
craftsmen know their jobs and _ take 
a personal interest in the achievements 
of the company. 

Pittsburgh Reflector maintains sales 
offices in all principal cities and its 
products are distributed by electrica 
wholesalers throughout the Unite 
States. 

Harry C. Zinsmeister is president 
and B. D. Levaur is vice president. 

(The above presentation arrived to 
late to be included in our Annua 

Manufacturers Anniversaries Revie\ 


which appeared in our October issue 
The Eprror) 
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IN PEACE-TIME PRODUCTION. 
The first peace-time radio receiver off 
the production lines at General Elec- 
tric, Bridgeport, is tried out by I. J. 
Karr, manager of the receiver division, 
and Paul L. Chamberlain, manager of 
sales. The company expects to have 10 
table models, a portable, and a console 
radio-phonograph ready for the Christ- 
mas trade. 





NEMA/’s Program 
(On Armored Cable 


An educational program on armored 
cable has been prepared by the Ar- 
mored Conductor and Flexible Metal- 
lic Section of the National Electrical 
Wholesalers Association order to 
demonstrate to: the various industry 
groups, the important part this pioneer 
wiring material will assume in meeting 
the tremendous post-war demands for 
an adequate, and eco- 
nomical wiring system. 


in 


flexible, safe, 

\n important phase of the program 
is an educational] en- 
titled “The Armored Cable System of 
Wiring.” 


motion picture 
This film shows in a popular 
vay the complete manufacturing proc- 
sses and testing of armored cable and 
its component parts. steps 
production are pictured, em- 
hasis on the precision and care exer- 
ed in each step. 
all tests 
taken to insure compliance of the prod- 
with rigid industry standards, and 
its use in accordance with safety and 
performance requirements of the Na- 
1al Electrical Code. 

\ premiere showing of this motion 
picture was presented for the members 
of the press at a cocktail party in the 
St. Regis Hotel, New York City.on 
October 4, 1945. 

[he presentation of the films, and 
hnical talks and discussion relative 


Successive 
with 


The movie demon- 


rates and other measures 
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THAT COUNT! 


The score really jumps when you get 
them all. Just as in bowling, profits 
really mount when you push all con- 
nectors in the Burndy line. If you're 
concentrating on just one or two, 
you're missing some high sales 


scores. Because most customers can 





use every connector in the Burndy in- 
dustrial line. And because each con- 
nector fills its particular requirement 
efficiently and economically, repeat 


business continues to flow in. Catalog 





#41 describes the complete line. Be 
sure to send for your copy. Burndy 
Engineering Co., Inc., 107-S Bruckner 
Blvd., New York 54, N. Y. 










Headquarters for 
CON NECTORS 




















OOKS like—yes, it is our old friend, Mrs. 
Home-maker! She’s really the chief designer 

of Proctor appliances. Because we ask for her 
opinions regularly by questionnaire and spot sur- 
vey. When the results are tabulated, only then do 
our nationally known engineers and designers g0 to 
work...to make her appliance dreams come true. 
















---her greatest 
appliance creations! 








After victory there’ ll be many 
newsmaking features, many 
surprise developments in 
Proctor Electric Appliances. 
Plan now to stock and sell 
"em. Till then, keep on buy- 
ing War Bonds. 


PROCTOR 


NEWSMAKER 


IN APPLIANCE MERCHANDISING 






PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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to the Section’s products, will be car- 
ried on by Henry M. Dreher, the Sec- 
tion’s electrical engineer. Mr. Dreher 
has had a long and varied experience 





Henry M. Dreher 


in the manufacture, engineering and 
testing of electric cables and in his na- 
tionwide travels, he will meet with va- 
rious industry groups such as electrical 
wholesalers, contractors, engineers, in- 
spection authorities, and_ electrical 
leagues. 


Westinghouse Sets Up 
Retail Finance Division 


Appointment of Chester F. Gilbert as 
manager of a newly created Retail 
Finance Division of the Treasury De- 
partment has been announced by L. H. 
Lund, vice president and treasurer of the 
Westinghouse Electric Corp. 

“The Company anticipates that a large 
percentage of products which will lend 
themselves to installment selling will be 
purchased on time,” Mr. Lund said. “The 
new division of the Company will be 
responsible for contractural relationships 
with leading finance companies and banks 
of the country in developing techniques 
of installment selling.” 

Mr. Gilbert, a native of San Francisco, 
Calif., has for the past four years, been 
associated with the Bank of America 
in San Francisco, and, at the time of 
joining Westinghouse, was an assistant 
vice president of that institution. 


New Counter Salesman 


Orville G. Callender has joined the 
staff of the J-Z Electric Co., Los An- 
geles, as counter salesman. Having been 
connected with the former Tone Whole- 
sale Electric, he went from there to 
Douglas Aircraft, where he remained 
until the present connection. 
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lvania Employment 
» Be Double 1941 


An increase in employment by next 
wary Ist of than 100 per- 
it over the 1941 level was predicted 
Sylvania Electric Products Inc. by 
F. Balcom, vice president and treas- 
sr, at a special meeting of the com- 
ny’s stockholders. Mr. 
ted that the company’s sales volume 
1945 would be over $100,000,000. 
The stockholders authorized the 
e of 100,000 shares of new $4 cumu- 
ive preferred stock and approved a 
barter amendment necessary to provide 


more 


Balcom esti- 


issu- 


a change in the capital structure. 
r. Balcom said that the company will 
> a portion of the proceeds of this 
ancing to retire the outstanding 3% 

cent sinking fund debentures due 
ne 1, 1957. 

Commenting on the company’s per- 


rmance during the reconversion period, 
r. Balcom stated that “Sylvania em 
yed an average of about 6,000 persons 
1941. By the first of the coming year 
expect to have at least 13,000 persons 
work. 

Expansion for de- 
red Mr. “include new build- 
s and a warehouse at Loring Avenue, 
Mass., and the erection of at 
st two buildings at Sylvania Center, 
yside, L. I. The two buildings at 
will include for research 
| one for administration centralization.” 


plans Sylvania,” 
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lem, 
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Hatheway & Company of Jersey City, 

J., announces the return of Major 
J. Collins to the company as sales 
nager of “Mell-O-Chime” 
imes. 


door 


Major Collins spent forty months in 
ef Army Air Corps, most of this time 
erseas, and the company is proud of 
§ contribution to the war effort 





ew Warehouse For 
exas Distributor 


"he Straus-Frank Co., Houston, Tex., 
esale distributors of appliances, has 
‘ted construction of a new warehouse 
| office building, costing approximately 
10,000 on Leeland St. in the 4000 block. 
ll provide 107,000 square feet of 
space. Frontage is 317 feet on Lee- 
vith a depth of 315 feet and 438 feet 

in rear being a structure in irregu- 
hape. Office and display 20,000 square 
The structure will have an assembly 
that will seat one hundred. 


= 


Z 
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Sold through Leading Distributors 


1. apaggee Soe ert: 





LINK-HEAT 


Only in the Pierce are means pro- 
vided for escape of heat, from the 
middle sections of the link as well 
as the ends by patented, safety- 
screened end vents which allow 
passage of a cooling column of air 
thru the case. 


BLOW-PRESSURE 


Pressure at blow-time in the Pierce 
is equalized at once with a rush to 
the screened end vents, preventing 
case rupture, carbon-path forma- 
tion and case weakness, eliminat- 
ing the after-blow. 


Pierce Balanced Lag links are pur- 
posely designed to locate lag in 
conformity with current curves 
traced by all types of overloads. 
Plenty of lag in the “overload 
range” where the “working cur- 
rents” flow—enough for safety in 
the danger zone. 









Ee 


RENEWABLE Fuses, INc., BUFFALO 














A hy 


FULLMAN 


p Se 4 Ole)° 8:10) 45: 


atrobe 


PRODUCTS 


TO SPEED RECONVERSION 


Latrobe Products are time Savers and 
labor savers—Easy to install, service 
worthy and economical. Their use is 
increasing. Better check your stock. 


5" x 5" x 4" Floor Junction Box 
with Adjustable Cover 
Large variety of Junction Floor 
Boxes with Adjustable covers in 
stock—Facilities also for special 

sizes, 


Hei A 


No. 470—"Bull Dog" 
Pipe or Conduit Hanger. 


May be used as ground clamp— 
But is in greatest demand for 
hanging 42”, %” and 1” pipe or 
conduit to steel beams up to %” 
thick, 





“Bull Dog" 
Insulator Supports 
Malleable iron of high tensile 
strength—Convenient for fasten- 
ing porcelain or glass insulators 
to exposed steel framework. Four 
sizes to accommodate all stand- 
ard porcelain or glass insulators. 


No. 150 Box 

No. 207 Nozzle 
Adjustable watertight box for 
use in concrete or wood finished 
concrete floors. 








Keystone Fish Wire 
Flat Steel Wire properly tem- 
pered and of dependable quality. 


ULLMAN MANUFACTURING C€ 











——_ 


“Bull Dog™ 
B. X. Cable Staples 


These dependable staples in any 
desired quantity. Cartons, kegs, 
or barrels. 


LATROBE . . . PENNSYLVANIA 


ea ee eee ee hem es eee emt et! een Sal 


© 


PLANNING NEW QUARTERS. 
C. J. Savasta, partner in Lavenson & 
Savasta, San Francisco wholesaling 
concern, awaits anxiously the com. 
pany’s move to its new quarters in a 
remodeled, one story plus mezzanine, 
50 by 100 foot building. Tom Savasta, 
salesman, is back after 32 years with 
the armed forces. 


? 





New Facilities For 
General Luminescent 


General Luminescent Corporation ha 
announced that it has moved into a ne 





plant. The corporation now occupies f 

floors in two buildings with a total flo 
area of 102,000 square feet. The expar 
sion was necessary to provide increase 
production facilities for Colovolt col 
cathode low voltage lamps and fixture 

The manufacturers state that the large 
plant has enabled them to set up fixtur 
production lines on several new mode! 
to be announced shortly. 

During the war 90 percent of th 
General Luminescent Corporation produc 
tion was devoted to the manufacture ¢ 
luminescent aircraft instruments, dial 
and computurs. 

Both plant and offices are now locate 
at 732 South Federal Street, Chicago § 
Illinois. 


Appleton Appoints Shank 
Phila. District Manager 


The Appleton Electric Co. of Chicag 
Illinois, announces the appointment 4 
Luther D. Shank as Philadelphia distri 
manager with offices at 1217 Race Stre 
Philadelphia, Pa. 

Mr. Shank comes from the War Pro 
duction Board where he was Chief 4 
the Electrical Materials Section. Pri¢ 
to going to the WPB, he was associate 
with the Middle Department, Natio 
Board of Fire Underwriters, Phil 
delphia. 
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Appliance Manufacturer 
Acquires More Space 


Appliance Industries of America, Chi- 
cago, Illinois, manufacturers of “Steadi- 
Glo” electrical appliances, recently pur- 
chased a two acre lot and buildings at 
1830 N. Winchester Avenue. 

Plans call for remodeling of present 
buildings and consolidation of a machine 
and metal working tool and die shop with 
infra-red painting and baking facilities. 
This is the initial step in an overall plan 
for increased production. 

\ppliance Industries of America will 
continue to maintain its sales offices 
in the Furniture Mart, 666 Lake Shore 
Drive. 


S. D. Camper Heads 
Southern Wholesalers, Inc. 


S. D. Camper, who recently resigned 
as southeastern regional sales manager 
for The Crosley Corporation, has recent- 
ly become president of the distributing 
rm of Southern Wholesalers, Inc. in 
Jackson, Miss., it has been announced 

Southern Wholesalers, Inc. has been 
appointed distributor for Crosley prod- 
icts in the Jackson wholesale area. 

Associated with Mr. Camper as vice- 
president of the company is B. H. Brown 
who has been connected with the firm 
f Orgil Brothers, formerly Crosley dis- 
tributor in Jackson, for about seventeen 
years. 

Mr. Camper has been in the major 
household appliance business for the past 


S. D. Camper 


9 years during which he represented 
iree of the major manufacturers of home 
ppliances; for the past eight years he 
as been associated with Crosley. 
“Southern Wholesalers, Inc. will add 
number of other nationally advertised 
nes to serve the dealers in Mississippi 
1 addition to handling the full line of 
‘rosley products,” Mr. Camper said. 
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Take a TWO-WAY LOOK 


AT THE 


Manarch Fuse 


>the MONARCH 


SUPPORTING 


BRIDGE 


Note how this Monarch 

construction prevents the fibre 

bar from coming in direct contact 

with the screw connecting renewal link 

to knife blade. This minimizes the charring 

of the fibre bar and positively prevents exces- 

sive overheating of knife blades. Note also large 

metal parts which dissipate heat. Result: dependable 
protection. 


“Took No. 1” illustrates this construction in a 
lighter-duty Monarch knife-blade fuse and 
“Look No. 2” shows adaptation of this 
principle in a heavy-duty model. 


Sjpecyy Manarch Fuses 
joe tnypproved 


I USE rvice 


wn MONARCH FUSE CO., 


Gia) os &. FIRST ST., JAMESTOWN, 
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Soon, the woods will be full of electric appliance brands 
once more. You can pay your money and take your choice. 


Pick the right line and you're “set.” Guess wrong and you're 
handcuffed—shackled with merchandise that either doesn’t move 


or doesn’t stay sold. 


The best way to avoid that in the toaster field is to sell the 
“Toastmaster” toaster—the one toaster that most customers ask 
for by name .. . the one brand with overwhelming advertising, 
promotion, and merchandising support . . . the one toaster that 
sells in greater volume than all other makes combined! 

The best, most profitable work is done with a free hand. The 
“Toastmaster”* toaster will let you keep yours that way. 


TOASTMASTER Peoducha 


*"*TOASTMASTER"”’ is a registered trademark of McGraw Electric Company. Copr. 1945, 


TOASTMASTER PRODUCTS DIVISION, McGraw Electric Co., Elgin, Ill. 















U. S. Rubber Resumes 
Production of Laytex 


Electrical wire insulated with natur: 
rubber latex is back on the civilian pro 
duction list after a three and one-hal 
year war-time blackout, A. S. Basil 
chief engineer of the wire and cabl 
division of United States Rubber Com 
pany, announced recently at the openin; 
of the 50th annual convention of thi 
International Municipal Signal Associa 
tion in the LaSalle hotel. 

In resuming production of this wire 
known by the trade name Laytex—th 
company will utilize natural rubber for 
merly set aside for the insulation of wir 
for the armed forces, Mr. Basil stated 
During the war the Army and Navy 
used more than one and one-half million 
miles of the wire, énough to encircle the 
earth’s equator 60 times, he said. 

One of the most important post-war 
applications of the new wire is expected 
to be in the field of fire alarm, police 
signal and traffic control cable for re 
modeling and expanding municipal signal 
systems, Mr. Basil said. 


Lt. Col. Dibner 
Returns To Burndy 


After nearly four years of military 
service, Lt. Colonel Bern Dibner re- 
turns to his civilian post at the helm of 
Burndy Engineering Company, New 
York, the company he founded in 1924. 

Lt. Col. Dibner took leave from his 
company in April, 1942, to volunteer his 








Lt. Col. Bern Dibner 


services to the U. S. Army. He was 
given the rank of Captain, and, because 
of his technical knowledge and ability, 
was assigned to special work with the 
Army Air Forces Proving Ground Com- 
mand and later with the Strategic Bomb- 
ing Survey in Europe in 1944. 
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FIRST OPA-priced radio receiver, 
and first out to the jobbers, is the 
claim of John Meck Industries, Inc., 
Plymouth, Ind., whose president, John 
VUeck, above left, and Henry Hutchins, 
president of the John Meck Sales Cor- 
poration, show off the first models, the 
“Trailblazers.” 





eneral Mills Opens 
Home Appliance Office 


General Mills of Minneapolis, Minne- 
sota opened its first home appliance dis- 
trict sales office on November 12 when 
Moore, Jr. took over duties 
s sales manager for the metropolitan 
New York area. The new offices are 
1 the 32nd floor of the Empire State 


James B. 


Building. 
Announcement of Moore’s appointment 
is made by Roscoe E. Imhoff, man- 
iger of the Home Appliance Department 
of General Mills. Fourteen district sales 
fices across the country will be opened 
in preparation for national distribution 
f the appliances. Shipments to retail 
lealers from distributors are scheduled 
begin in April, 1946. This initial dis- 
tribution will include one electric iron 
model and two models of pressure sauce- 
Recently discharged from the Navy as 
Lieutenant Commander, Moore served 
r three years as resident inspector of 
naval material at the Crosley Corpora- 
n, Cincinnati. Prior to war service, 
was associated with Macy’s, having 
ed the store after his 

n Dartmouth in 1932. 


graduation 


Orgill Bros. Co. 
Admiral Distributor 


rgill Bros. Co., West Calhoun St., 
ributor of radios, farm and 
pment and hardware, have taken on 
ibution of Admiral Radios and Phon- 
iphs. Kenneth Orgill is head of the 
1stment. The firm also has a branch 
ackson, Miss. and is naming post-war 
expansions in its old established and 
large place in Memphis. 


home 


















FOR INDUSTRIAL 
SIGNALING SYSTEMS 
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Underdome bell is 
only one of the many 
popular Auth types 


2 


With the Selecto-dial inter- 3 
com phone, you just set the 

dial, push the button and talk. 

Many other Auth phones 
available 











Annunciators for all 
signaling and super- 
visory alarm purposes 
—both drop and lamp 


type 


AUTH ELECTRICAL 


422 EAST 53rd STREET 


Offices in 


ELECTRICAL ENDURANCE: Auth bells, buz- 
zers, annunciators, intercom phones, and other 
signaling and communication devices are as 
electrically age-proof as it is possible to make 
them. Over 50 years of experience have been 
put into the selection and design of quality insu- 
lation, contacts, terminals and other vital details. 


MECHANICAL “GUTS”: There's severe me- 
chanical action in most signaling devices, and 
Auth devices are built to take it. Auth simpler 
designs eliminate unnecessary mechanisms. 
Springs have long life. Fatigue and corrosion- 
resistant materials are used where needed. 
Housings are strong—withstand severe abuse. 


BEAUTY OF TONE AND APPEARANCE: An 
important factor in systems that are in constant 
use. 


EASY TO INSTALL: Designed-in features of 
Auth devices provide mounting screws where 
you can get at them—easy-to-remove covers— 
plenty of room around terminals. 


ENGINEERING SERVICE: Experienced Auth 
engineers are ready to help you in two ways: 
by suggesting equipment and layouts for your 
signaling systems; and by helping in the devel- 
opment of any special device that you may 
need. Talk it over wtih our representative near 
you, or with your wholesaler. 


SPECIALTY COMPANY, INC. 


f NEW YORK 22, N. Y. 


‘Principal Cities 





SINCE 1892 





POURT La, Qpigi™' 


—” 





There are mongrels in lighting products, too! You know the kind— 
a bit of light-gauge metal, haphazardly bent to shape . . . probably 
bootleg wiring parts . . . a slip-shod paint job. 

Now that our war contracts are a closed book... now that you 
can once again obtain SILV-A-KING fixtures... why even consider 
these mongrels of the lighting industry? The metal that goes into 
SILV-A-KING products is the best heavy-gauge steel available. The 
lifetime porcelain-enamel finish on SILV-A-KING fixtures is there for 
keeps. The engineering and manufacturing “know-how” behind 
SILV-A-KING fixtures is something you just can’t expect from the 
“tin-knocking” crowd .. . something you- take for granted in products 
that bear the SILV-A-KING label. 


sitv-A-KING 
“SPECIFICATION” 


Lifetime porcelain 
fluorescent unit 





CLOSED-END UNIT 





OPEN-END UNIT 





BULLETIN 45 FS— YOURS FOR THE ASKING! 


BRIGHT LIGHT REFLECTOR CO. INC. 
Fairfield and State » Bridgeport 5, Conn, 


| 


War Work By Sylvania 
Earned 22 “‘E’”’ Awards 


» 


A recent*announcement by the Nay 
Bureau of Ordnance revealed that eig 
plants of Sylvania Electric Products 
received a total of twenty-two sp 
awards granted to contractors 
worked on the Navy’s secret VT p 
imity fuze program, also known 
“Project A.” For the two years en 
V-J Day, the company was the sole 
plier of radio tubes for rotating proj 
tiles. It also supplied a vast quantity o 
complete fuze assemblies. Both tubes 
fuzes were used in radio-controlled sl 
and were specially designed to withsta: 
the terrific shock of being fired fror 
guns. 

The company’s first contract for tub 
development was received in the fall « 
1941 and was followed by large scale tubx 
production at Mill Hall, Pennsylvani 





in the spring of 1942 when complete fuz 
assemblies were first manufactured at 
Ipswich, Massachusetts. More than 14) 
million tiny tubes and millions of fuzes 
were produced up to the end of the war 
in 23 plants operated by Sylvania. These 
secret products were applied to rotating 
projectiles, the most difficult applicatior 
Used as the “brain” in anti-aircraft 
and other high power projectiles, th 
proximity fuze was rated second in im 
portance only to the atomic bomb in th 
realm of America’s secret weapons. It 
was used effectively to combat the V-! 
attacks on London, to repulse the enemy 
in the Battle of the Bulge and to sto; 
the Kamikazes in the Battle of Japan 


Uniform Pricing For 
GE Appliance Lines 


For the first time in the industry’s his- 
tory, major electric appliances will sell 
to consumers at uniform, nationally ad- 
vertised prices, including delivery at an 
point in the nation, and federal taxes. 

Edison General Electric (Hotpoint 
Appliance Co., announced last month a 
nation-wide pricing policy by which all 
of its appliances would be delivered to 
consumers in Chicago, New York, or Sat 
Francisco at a uniform price, instead of 
the formally practiced f.o.b. factory pol- 
icy. Previously the company had an- 
nounced that its stoves and water heaters 
would sell at 1942 prices. 

The new policy covers refrigeration 
home freezers, washing machines, ironers, 
dryers, dishwashers, disposals, and metal 
cabinets, as well as ranges and water 
heaters, according to Ward R. Schafer, 
vice president. The company has factories 
at Chicago, Erie, Pa. and Bridgéort, 
Conn. Schafer said the move was aimed 
at protecting the public against “un- 
authorized over-charges” that might re- 
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RECEIVE appointments at Toastmas- 
ter Products Division, McGraw Elec- 
tric Company. Arthur S. Miller, Jr., 
left, becomes western sales manager, 
and Harold E, Adams becomes eastern 
sales manager. They will be located at 
the Toastmaster headquarters in Elgin, 
lil. ° 





sult under the company’s announced low 
price post-war selling plan. 

He noted that changes in wiring on 
ustomers’ premises, where necessary, 
could not be included in the nationally 
advertised prices, but the otherwise total 
price of each appliance would be national, 
and advertisements showing that were 
now in preparation. 


Northern Calif. WESCO 


Adds Sales Personnel 


Charles R. Matthews, district manager 
of the Westinghouse Electric Supply Co. 
of San Francisco has announced the fol- 
lowing additions to the sales force: 

John D. Milligan, new sales promotion 
manager; Howard E. Boss and James 
L. Carrico, new major appliance sales- 
men; Maurice V. Musy, lamp and light- 
ng specialist. 


At Oak!and, California Branch 
William A. Gentry, radio specialist; 
Bert M. J. Conlin, major appliance sales- 
man; Allen M. Rice, branch traffic ap- 
pliance salesman; Ralph H. Colborn, 
ranch sales manager for apparatus and 
upply division; Charles A. MacKenzie, 
apparatus and supply salesman; Kenneth 
Jones, order editor. 


Davidson Replaces 
Snyder at Appleton 


The appointment of William A. Da- 
son as Pittsburgh district manager 
th offices at 418 Bessemer Bldg., Pitts- 
rgh, Pa., was announced by the Apple- 
1 Electric Company of Chicago, Illinois 
Mr. Davidson, who is an alumnus of 
mp'e University, has been engaged in 
es activity in the electrical field in 
ttsburgh for theepast five years and 
places C. L. Snyder who has retired. 




















To realize the full sales and profit possibilities 
of Electrical Connectors, stock and promote 
the Sherman line! That's the plan followed by 
a large percentage of America's most pro- 
gressive wholesalers. 


Sherman Electrical Connectors are so well 
known, so well liked, so admittedly dependable 
that they provide the standard of quality by 
which other connectors are judged. 


What's more Sherman Connectors are con- 
tinuously, heavily advertised, to help you sell 
them in ever increasing volume. Note the 
items illustrated. Every one of them is being 
featured in current trade paper advertising 
and direct mailings reaching all branches of 
the electrical industry. 


In considering merchandise plans for the fu- 
ture, do not overlook connectors simply be- 
cause the unit of sale is small. You can do a 
lot of business with the Sherman line. And, 
due to their good margin, their rapid turnover, 
and the small investment required, they'll yield 
you more net profits than many other types 
of merchandise. 


H. B. Sherman Mfg. Co. 


Battle Creek, Mich. 


Splicing Sleeves 











Soldering 
Lugs 





Split Bolt 
Connectors 





Wedge-Grip 
Connectors 







Solderless Lugs 


Sherman 


Electrical 


Connectors 
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| Surplus Property Plan 
| To Speed, Ease Sales 


A new surplus property disposal reg, 
| lation designed to speed and sim 
sales was announced recently by the Sur. 
plus Property Board. The effect of t! 
regulation is to set up reserves of 
plus to.take care of preferential buyer 
federal agencies, states, municipal 
veterans and small businesses—and 
the rest be sold promptly. 
oPERADIo The “NEWA Surplus War Prop 
In fecdance Catealator <. Journal,” in reviewing the new 
3 : | stated: 





GROUP IMPEDANC, 


“Formerly, disposal to commercial | 
ers was, in effect, delayed for over thir 
days in order to allow priority hold 
first call on surplus goods. Now, proj 





erty in excess of reserves may be imn 
diately sold to non-government buyers 


“The quantities to be reserved will | A 
| determined by disposal agencies, bas: pe 
| on experience and demonstrated deman - 
| with Smaller War Plants Corporati T 
NCES | assisting in determining reserves to | m 
| held for veterans and small business la 
Reserves are to be reviewed and adjust a 
ed periodically to prevent excessi\ le 
, stockpiling. Should they run low, be- ” 
Lou | cause of unanticipated volume of d A 
WYRE mand, orders for priority buyers ma “ 

FIG { be filled out of unreserved stocks, ex 
IN A FLASH cept those already offered for publi — 

° sale. 

“Reserves will include surplus goods Sut 
You'll save time and money on loudspeaker installations with pened Par amr thamgesigisan it 
: | stitutions, SPB said, since tax-support tal 
the handy Operadio IMPEDANCE CALCULATOR...a simple | © schools, hospitals and public welfarf | y, 
os : ; facilities are eligible to buy along wit a 
twist of a dise gives you instant answers to puzzling group other government instrumentalities. Reg ie 
é : ulations will shortly appear, it was ar 
impedance problems! You quickly match loudspeaker lines to | pounced, which will Brice ncadiy feaall - 
the amplifier for any sound system covering .500, 1000, 4000, | Oh SERRE Eee, i: wae sm 

/ : z needy nonprofit organizations which ; 
8000, or 16,000 ohm loudspeakers. No rule-of-thumb guess- | ?°t °vernment-supported, to obtain surf i 
, ; ; - | pluses at discounts which will rang ‘a 
work ...no involved mathematical formulas. Handy 5” diameter, | down to nominal prices. fe 
‘ , ‘ ; , : | “Revised Regulation 2, setting up thi a 
fits your pocket or sales kit. Heavily varnished cardboard. Send | new policy on reserves, also states that} 
coupon with 25¢ (not stamps) today! | oe ee Rip Png aera dea : 
| agencies, and in no case higher than t! of 


lowest prices offered any trade level 


at - 
| the time of sale. Quantities to gover 
O O | ment buyers may be the smallest lots 


consistent with commercial practice. 


ae . 
. Government agencies and state an I 
| local governments, SPB added, beside: 











| having the privilege of acquiring sw : 
alee eat adatana nates ee | pluses on their priorities, may buy 
' OPERADIO MANUFACTURING CO., DEPT. WS-I!, ST; CHARLES, ILL. 4 competition with other purchasers 
s ° public sales anywhere in the count m 
’ Enclosed is 25c in coin (stamps not accepted). Send me ry but in these cases are not entitled t ( 
: your "IMPEDANCE CALCULATOR” by return mail. [ special priorities, purchase terms, ) 
HW ae he x . other conditions. \ 
5 " “The revised regulation 2 also directs Pp 
. Address ‘rsa amen ie ihhl iam ac tnlal . Procurement Division of Treasury De- D 
s City State a partment to take over the responsibilit a 
s = _ ‘ “a St le t! 
TITITITITITLI TTT iii yi of acquiring all surplus administratiy 
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APPOINTED by the GE lamp de- 
partment. Harold A. Olson, top, left, 
has been named manager of the At- 
lantic Sales District. Warren P. 
Thayer, upper right, formerly a sales- 
man with the lamp department's Mid- 
land District, is now manager of Mid- 
west Sales District with headquarters 
in Kansas City. H. B. Myrtle, lower 
left, has retired from his position as 
manager of Atlantic Sales. Everett G. 
Agee, lower right, becomes assistant 
manager of Atlantic Sales. 





supplies, such as office supplies and fur- 
niture, for federal agencies. The only 
federal agencies permitted to obtain this 
type of surpluses directly from disposal 
agencies will be War and Navy Depart- 
ments, and Smaller War Plants Corpora- 
tion which can still buy office and sim- 
ilar supplies for resale to veterans and 
small business. 

“The regulation directs disposal agen- 
cies to keep government buyers informed 
f surpluses in the areas in which of- 
ferings are made, except that in cases 
where advertising is the only method of 
offering no other notice is required. At 
the same time, government agencies are 
directed to avoid commercial purchases 
1f goods which could be obtained out of 
surplus.” 


E. M. Ames To Head 
Sacramento GE Supply 


Edwin M. Ames has been appointed 
manager of the General Electric Supply 
Corp. at Sacramento, Calif., it was an- 
iounced early in October by C. W. Good- 
vin, Jr., district manager for the com- 
pany at San Francisco. Mr. Ames has 
een with GE Supply Corp. for 20 years 
ind has filled many sales appointments in 


the San Francisco Bay area 
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FEDERAL ELECTRIC PRODUCTS COMPANY, INC. 


EXECUTIVE OFFICES: 50 PARIS ST., NEWARK 5, N. J. - PLANTS: HARTFORD, CONN. - NEWARK, WN. J. 
























There’s only one moving part in Fed- 
eral Noark Controls...and that 
part rolls on ball bearings—an ex- 
clusive Federal feature! Result? 
Smooth, faster making and break- 
ing of contact, accurate action.., 

less friction . . . longer life. Here 


are more reasons for specifying 
Federal starters : 


Double break pure silver contacts 
held by a single screw for ready 
replacement. 


Heavy arc barriers located for 
strength, flashover resistance, high 
arc rupturing. 


Molded parts have asbestos base 
with non-carbonizing inorganic 
binder. 


Coils readily changeable—just re- 
move retainer spring, loosen yoke, 
take out magnet. 


Overload relays — combination 
hand and automatic reset. Bime- 
talic type. Originated by Federal. 


@ Heaters frontmounted, accessible; 


trip ampere stamped on units. 


Send for your copy of the FEDERALOG, 






Steel-Armored 


PARKWAY 
CABLE 


for direct earth 





W. G. McKitterick 
Of GE Lamp Retires 


William G. McKitterick, sales and in 
vestment executive of General Electri 
Lamp Dept., Nela Park, Cleveland, r 
tired last month after 37 years with G.I 
Company. 

McKitterick is widely known through 
out the electrical industry. ® 

A graduate of Ohio State Universit 
in 1906 with an L.L.B. degree, he prac 
ticed law for a year, then joined the 
National Lamp branch of G.E. in Cleve 
land. He served as credit manager fo 








. . that organization until 1915 when he be 
insta llation came sales manager. He played a lead 
ing role in reorganizing the sales setup 
The easing of Government re- of the “National” and in the consolidation 
strictions on the use of lead for * the — — Neages and esi 
‘ am forks to torn resen er 
cable sheathing makes CRES- tas Prescitened: along sacra 
CENT Parkway Cable again In 1931, McKitterick was appointed in- or 
available in all voltage ranges vestment petomgered for bes lamp ment 
: ment and was transferred to the admini- 
from 600 to 5,000 volts with rub- stration division at Nela Park. Tes 
ber insulation, and 600 to 15,000 A native of Jacinon, Ohio, he noqeired Fre 
‘ - § an early interest in farming. He now ex- 
volts with Varnished Cambric pects to pursue his interests in flower Te 
insulation. gardening, sports, and financial market have 
e studies. He is married and is the father tric 
of one son. to e 
The two layers of Flat Steel wn 
Tape Armor which protect the sas 
r 1 ° ing 
lead sheath, afford maximum “Black Light” Lamp For wd 
protection and long life. When - cg d _ 
buried in the earth no additional Radio, Television Dials rctic 
protection ts needed. It has recently been announced that the cae 
Westinghouse Lamp Division, Bloomfield, Ame 
e N. J., has developed a fluorescent lamp tion 
f producing unseen ultraviolet rays under ber 
These cables are extensively whose magic touch the dial markings sup] 
used for underground street of home radio or television receivers ered 
. . ° . pe are transformed into new, uniformly- tile 
lighting circuits, railroad yard winridne colevs. defi 
lighting, signal and control cir- The invisible ultraviolet rays gener- refr 
° ° : . ated by the new lamp, explained Eugene clud 
cults, airport ee and lighting W. Beggs, Westinghouse engineers, com 
circuits, and in industrial plants and mines. “activate the multi-colored fluorescent was 
e pigments on the dials.” tric 
The tubular lamp itself is a simplified, Ww 
: miniature version of the fluorescent tube pho 
Type RLJFJ is shown here. All other standard types esi ys Mate tesla: allindn, alee, Wee te te 
can also be furnished. place of the phosphors selected for the - 
production of visible fluorescent light, | 
special black light phosphors coat the e 
inner surface of the radio panel lamp. ts) 
CRESCENT INSULATED WIRE & CABLE CO It will be used with a special glass mask e! 
s which blocks out stray visible light pres- los 
ent even with black light phosphors but y 
TRENTON, N. J. nevertheless permits the invisible black "e 
light to stream through. 1€ 
Engineering models of the new six- le 
Z—. C S4 Pa S$ ” é ~N T watt lamp were completed recently. Mr re 
i) Beggs anticipates that Westinghouse will nt 
=( \ start production of the lamps early next ig 
we year on a limited basis for radio receiv- at 
W { Re & CABLE ers of the luxury type. 1€ 
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NEW sales representative of the 
Mitchell Manufacturing Company, is 
James Gaynor. 





Ten Appliances Now 
Free Of WPB Control 


Ten major household appliances now 
have been exempted from inventory re- 
strictions of the War Production Board, 

enable producers, wholesalers and re- 
tailers to distribute the consumers goods 
which have been heretofore in short 
supply because of war-time manufactur- 


ing restrictions, the War Production 
Board has announced. 

The WPB statement regarding this 
action says: 

“The action was taken by issuing 


Amendment 1 to Order L-63 and Direc 
ion 1 to Order L-219. Effective Octo- 
ber 25, items included as exemptions in 
suppliers’ inventories of supplies cov- 
ered by Order L-63 and also in mercan- 
inventories of consumers’ goods, as 
fined in Order L-219, are: mechanical 
refrigerators (L-63 had previously ex- 
ided this item from suppliers’ inventory 
mputations), gas and electric 
ashing machines, electric mangles, elec- 
tric water heaters, vacuum sweepers, 
wing machines, radio receiving 
onographs and radio-phonograph com- 
nations. 
‘The high unit cost of the appliances 
also a factor which contributed to 
e difficulties encountered by distrib- 
ors and retailers, WPB said. Many 
erchants, whose total inventories are 
se to the overall dollar limits imposed 
Orders L-63 and L-219, have ex- 
essed concern over their ability to avail 
1iemselves 


tile 


ranges, 


sets, 


of increased manufacturers’ 
lotments, even though such allotments 
e expected to remain relatively small 
itil next year. Other merchants, deal- 
ig principally in major appliances, hesi- 
ited to make definite commitments to 
eir suppliers, thus upsetting allotment 








iron provides a 
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tagged for the big jobs! 


HEXACON 


ELECTRIC 
SOLDERING 











Douglas 
Aircraft 





= Important news to 


WHOLESALERS 


HEXACON soldering irons are ao profitable line 
for the distributor, dealer and user because it 
represents one of the most complete lines available 
today. It is backed by famous users throughout the 





TYPE P-150 world, and an aggressive hard-hitting sales promo- 


This tion campaign is telling the story to a quarter of a 


production 
million key men in industry each month. 
HEXACON for the 


ranging from 40 to 700 watts, with tip diameters from 





large reserve of 
heat at the right 
temperature 
for sustained 
production. 

| 


















Remember complete line — sizes 


%" to 1%". All are designed for long life and rapid 
economical production. 


HEXACON ELECTRIC CO. 


146 W. CLAY AVENUE, ROSELLE PARK, N. J. 


HEXAGON 


SOLDERING 


HIGH-QUALITY, LONG-LASTING IRONS 


















have All 
these Features 


@ POWDER-PACKED ELEMENT . . . Cus- 
tom-built for maximum protection and 
three times the service. 
NON-INTERCHANGEABLE CONSTRUC- 
TION ... prevents inefficient practice of 
substituting ordinary bare links. 
TAMPER-PROOF . . . Stops dangerous 
practice of "doubling-up” links. Only one 
element of the CORRECT size can be in- 
serted. 

® LINK SUPPORT . . . Powder-packing pre- 
vents sagging and stretching of fuse links 
—stops premature blowings. 

SAFE TIME-LAG . . . not overdone—pre- 
vents damage to the expensive equipment 
it is designed to protect. 

LIFE-TIME OUTER PARTS ... All blow- 
ing action is confined to the inner re- 
newal casing. No replacements of ex- 
pensive outer parts—no cleaning—no 
scraping. 

Key your selling efforts to the fuse that has 
all of the above, and many more, selling 


N bE Ww I features ... 


SLeakproof AIR GUN SELL TRICO 


Me beens — Ne’ glende— fo “tesks Wiciiged ath) item de) 


Write for Bulletin No. 40 MILWAUKEE WISCONSIN 























E-M-T-UP THE QUICK WAY 
| Two Squeezes and its Set 


TWO QUICK SQUEEZES give you Finer, 
Faster Conduit Connections. B-M Fittings OISTRIBUTED BY 
do away with the twisting, turning and T : ned 
tightening of nuts and save you valuable a =. oy gee 9 











time and materials. Then too, they are Clifton Conduit Co., Jersey Cy., N. J. 
stronger, neater and much easier to work — eens Co., Bridgeport, Conn. 
with in tight places. Start using B-M @ Steelduct Co., Youngstown, Ohio 
Fittings today. Have more satisfied cus- Enameled Metals: Pisburgh, Penn. 
tomers—more profits from each job! Pittsburgh, Pa. 
(All B-M Fittings carry the Underwriters Telenate Condate & Cable C.. 


Seal of Approval) New Brunswick, N. J. | 


Prompt Deliveries on Properly Rated Orders 

















Y BRIEGEL METHOD TOOL CO. - Galva, Ill. 





schedules of manufacturers and imped. 
ing equitable distribution of their proc uct 
“The exemptions announced by W PR 
will answer many inquiries and sat sfy 
appeals for relief currently received by 
WPB from merchants, officials said 
“Since major household equipment 
producers customarily allot their pro- 
duction on the basis of obtaining wide 
and equitable national distribution 
their appliances, there is little likelihood 
that merchants will be able to accumu- 


late excessive inventories of appliances, 
at least until supplies become plenti{ul, 
WPB said. Moreover, so long as sup- 
plies continue short of demand, major 
household appliances will in any cas 
move quickly through retailers’ hands 
it was pointed out.” 


Large Fast Freezing 
Facilities Envisioned 


Complete “cold centers,” serving entire 
communities or towns and offering ser- 
vices ranging all the way from the stor- 
age of furs and blankets to the processing 
and storage of frozen foods, now are 
envisioned by leaders in the mechanical 
refrigeration industry. 

Their forecast is based on two fac- 
tors. The first is the steady growth in 
popularity throughout the country of 
frozen food locker plants, at present num- 
bering more than 6,500. Second is the 
increase in the essential services per- 
formed by mechanical refrigeration, now 
past the 200-mark. To these is added the 
fact that vast improvements in refrigera- 
tion equipment, many of them stemming 
from war needs, make possible a mor 
efficient centralization of facilities thai 
ever before. 

The idea of “general refrigeratior 
stores” is just as logical as super markets 
department stores or even hospitals, offi- 
cials of the Refrigeration Equipment 
Manufacturers Association point out. Th 
chief difference would be that the “cold 
centers,” in addition to serving retail 
customers, also could supply commercial 
refrigeration requirements—aging meat 
for nearby butcher shops, for example 
or storing perishable foods for restau- 
rants and hotels. 

“These centers would not interfere i 
any way with existing refrigeration facil!- 
ties in homes, stores, offices or factories 
but would supplement them by becomin 
headquarters for any type of refrigera- 
tion service with refrigeration specialists 
in charge,” one REMA official said. 

“Tn all probability,” he continued, 
centers would start in the form of an ex 
pansion of locker plants or even of 


7% 


> 


plants. A locker plant, for instance, wou 
have as an excellent nucleus the existi: 
facilities for preparing food for freezing 
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FLUORESCENTS invade street cars 
asa new field. This street car in Wash- 
ington, D. C., is provided with a single 
row of Sylvania K T8—48-inch lamps 
which operate through ballasts directly 
from the 600-volt direct current power 
supply. 


itire 





tor- 


sing 





reezing it and then storing it for its 
fac- Mustomers. 
1 inf’ “A retail department might be added 
of Bvhere ‘fresh-frozen’ home-grown fruits 
um- end vegetables, ice cream and many 
frozen products would be sold. In the 
mmercial department would be the 
torage of such products as frozen cream 
for ice cream makers, facilities for pre- 
ling fruit before it goes to processing 
nachines, storage of frozen foods for 
merchants and brokers and operating as 
© substation for milk routes. In addition, 
sales and service department would 
andle refrigeration and air conditioning 
uipment, including household refrigera- 
rs, home and*farm, frozen food units, 
other types of home, commercial and 
strial installations.”’ 
isiness in pre-packed frozen foods, 
tail PV'th 2,000 or more frozen food packers 






— 


cial pre icted in the not too distant future, 
ieat PUay give further impetus to the ‘cold 
ple, Feenter’ idea, REMA officials said. Local- 





au- P2ed facilities for processing and freezing 

foods in bulk and then packaging them 

n much the same manner as local can- 

leries Operate would be provided. Before 

the war, there were less than two dozen 

jing Proven food packers. Today there are 

sra- PY Or more, and both food and refrig- 

ists FTation circles look for wide changes in 

ods of producing, distributing and 

Stiling frozen foods of all descriptions. 

ady there are frozen food stores 

that offer the housewife a complete frozen 

starting with appetizer and soup 

continuing through as many courses 
1e cares to serve. 


FIXTURE 
HANGER 


Patent No 
D-141,024 
Other patent 
pending 


T. M's. Reg 
U.S. Pat. Off 








Vs 


ae 


Qy) SSS 
he MAINTENANCE - REPAIRS - OPERATION Uy 
“iA 
@: eS ON INDUSTRIAL FIXTURES 


Easy and simple to install. Simply make 










wiring connections—screw the hanger to 
the outlet box—then hang the fixture. No 
toggle bolts or other fastening arrange- 


ments necessary....Self grounding— $ 50 


2-wire cord and plug may be used. Fits LIST 
PRICE 





on standard 4-in. or 3%4-in. outlet box or 
plaster ring. 
Complete with two §-ft 


chains, cord clips, “’S 
hooks and receptacle 










UNDERWRITERS APPROVED 
DAY-BRITE LIGHTING, Inc. 
5402 BULWER AVENUE «+ ST. LOUIS 7, MISSOURI 
distributed through 









Nationally leading electrical supply houses 
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when you suggest 


DRAKE 


SOLDERING 
IRONS AND 
SOLDER POTS 







You can count on complete customer satisfac- 
tion from DRAKE Soldering Irons. Backed by 
25 years of soldering iron manufacturing ex- 
perience DRAKE Soldering Irons have built 
a reputation for quality that makes them dis- 
tinctly preferred by fast-producing American 
industry. 


Drake Has An 
Iron for Every Purpose 


Write-for Illustrated Literature 
on the Drake Soldering Line 


DRAKE ELECTRIC WORKS, INC. 





3656 LINCOLN AVE - CHICAGO 13 ILL. 







Nation-wide 
Distribution 
thru Leading 
W bholesalers 





Maximum 
Chime Business 
with New 


Spelt “memes 


2 STRONG LINES—Populaire and Sym- 
phonique—at popular prices. 
SMARTER STYLINGS—created by artist- 
designers. 

DUO-COLOR -FINISHES —to blend with 
all. home interiors! 

RICHER LINGERING TONE—plus precise 
Syncro-Tone Timing! 
MERCHANDISING COOPERATION—with 
dealer aids and national advertising 
campaign. 





“COLOVOLT COLD CATHODE 
INDUSTRIAL FIXTURES 


8 feetlong - 


Here is the new Colovolt industrial 
fixture, one of a complete line of in- 
dustrial and commercial “packaged” 
units. Equipped with the standard 93” 
Colovolt 10,000 hour lamp, Colovolt 
fixtures may be used singly or in con- 
tinuous line lighting in multiples 
of 8 feet. Instantaneous starting, no 
flickering, guaranteed for 1 year ex- 


*Trade mark regis- 
tered U.S. Pat. Of. 





’ , 
Oferta tack 
cm 


LOW VOLTAGE 


all steel 





cept for failure due to breakage are 
extra advantages of the Colovolt Cold 
Cathode low voltage fluorescent 
lamp. The long life expectancy of 
Colovolt lamps may be realized even 
when constantly turned on and off, 
and pre-scheduled re-lamping, with 
no loss of production or time, is now 
possible with Colovolt installations. 


Contact your electrical wholesaler or job- 
ber, or write us for full details and prices. 


GENERAL LUMINESCENT CORPORATION 


648 S. FEDERAL STREET 







CHICAGO 5, ILLINOIS 
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Radio-Appliance Assoc f" 
Formed In Los Angele: ding, 


Feeling the need of an organi 


we 5 . d nati 
which will bring together all gro The 
the Los Angeles area interested in »p; a 
. - ° a ’ 
moting the sale of radio and elec ricdl_ , (4) 
equipment in the post-war period, a re: a 
° . ‘ . ait 
of dealers, distributors, manufacturer | 
ca : , n org 
and utility representatives in the mays 
got together recently to form a Souther gi 
E nee! 
California Radio and Electrical bere 
ance Association. oe 
; : reservat: 
Membership was accepted first on soon 
temporary basis and a temporary Boar ee 
of Directors was appointed who hited | 
study of similar organizations in all part, —” 
of the country, drew up a proposed  e1iga 
1 i 
stitution and by-laws, which will be 
official when incorporation is finally e¢: 
fected. ‘ It 1s ¢ 
Whole Industry Represented prgamees 
ae number 
Membership in the new assocati: 
e . ‘ represen 
made up of radio and electrical appliang ~ 
; eS ; and ma 
retailers, distributors, manufacture 1 
. ° ° : nectec 
service shops and parts distributors, el 
oo i , 000 ann 
tric utilities, wiring or installation 
esign ¢ 
tractors and other related groups oper, : 
; : rship 
ating in Los Angeles and adjacent areagl 
° ° otner a 
Its purpose is to promote the increase@, , 
lered. 





acceptance, purchase and use of electri 
appliances and radio equipment in th 
area, and to advance the common inter 






ests of persons and firms identified wit 
the home appliance and radio equipmer 


industry. 

It plans to promote the sale of el \ st 
trical appliances and equipment by sporfieiriger 
soring and coordinating industry-wid@priced 1 
sales and advertising campaigns, adefplete, di 
quate wiring promotions, sales person the 
training, recruiting and selection pro—proved 
grams, radio and appliance shows ic (FI 
other activities which will further t he | 
common interests of its membership. as 194; 

d 


Sponsor Code of Ethics 


> 
The new assocation undertakes to prdments 


mote a high standard of business pradfand pri 
tices among its members by sponsoring @ward f. 
code of ethics, to which all members sh 

pledge adherence. It is intended — 


publicity given such a code will ai 
establishing confidence of the buying | 
lic in the goods and services offered. 1 
committee charged with the drawing 
of this code has outlined a simple stat 
ment which shall cover three points 

1. The member company pledges its 


to offer for sale only merchat 
and services of honest value. 












2. It promises to give a clear unde! 
standing of terms offered and ¢ 
tions of sale 
3. It will stand back of all pledged yey 
made. Kies, 
Further purposes of the Associatio dregs 
clude: (1) The promotion of cooperati » ang 
and understanding among its mem!x Vode 


4@ Noven 


anna ie enc 


PRINT IN BINDII 




















d all branches of the radio and elec- | 
ical appliance industry. (2) The pro- 
jing, so far as practicable, of repre- 
ntation for its members in local, state 
nd national affairs of common interest. 
The providing of a source of infor 
ation for its members and the public, 
4 nd (4) Cooperation with other trade, 
ales, service, contractor or sales promo- | 
n organizations in all matters of com- | 
non interest. Careful consideration has 
‘een given to the legality of all pro- | 
ions in the by-laws and the specific 
servations is made that the association | 
!l not engage in or encourage among | 






THE CONNECTICUT CABLE CORPORATION 
Yow ta Peacetime 
Productiou 


OFFERS TO THEIR OLD AND NEW CUSTOMERS 


PROMPT DELIVERY 


OF ALL TYPES OF 


Electric Cord Sets 


Manufactured to commercial specifications 
or customer's individual requirements. 


members any trade practices pro- | 
ibited by city, county, state, or national | 
aw. It will not attempt to control prices | 
euugage in any political activity. 





ef Membership of 350 


It is estimated that membership of the 


brganization in the Los Angeles area will 


pumber about 350, among which will be | @ EXTENSION CORDS @ LAMP CORDS 
represented some 30 or more distributors @ HEATER CORDS @ RADIO CORDS 
and manufacturers. The budget is ex- | @ HARNESSES @ CUSTOM MOLDED SETS 


nected to be in the neighborhood of $11,- 
000 annually. At the present time the 
design of an emblem to be used on mem 
bership plaques and letterheads and in 
other appropriate ways is being con 
kidered. 


All wires engineered and manufactured in our own plant. Our 
prices are truly competitive. We solicit your inquiries 
regardless of quantity. 


THE CONNECTICUT CABLE CORPORATION 


JEWETT CITY . CONNECTICUT 
























(Hotpoint Refrigerators 
TReady for Distribution 


\ standard seven cubic ft. Hotpoint | 
frigerator at $188.00; and the lowest | 
priced model at $151.50, both prices com- | 





plete, delivered to consumers in any part 
f the nation, were announced as ap- 
roved by OPA, by Edison General Elec- 
(Hotpoint) Appliance Co. 
[he prices are approximately the same 
1942 prices for these, according to 
yd M. Slasor, manager, refrigera- 
tion sales division. He said that ship- 
Priments to dealers are being made daily, 
and production rates are increasing to- 
ing Gward full capacity during early 1946. 











BELL VOICE-PAGING EQUIPMENT 


BELL Voice-Paging Equipment locates individuals in the 
quickest time possible . . . cuts “hold-the-phone” delays 
to the minimum . . . provides for plant-wide broadcasting 
of announcements, instructions, time signals and alarms — 
and also permits plant-wide broadcasting of recorded 
music! Its widely adjustable, precision-built, standard 
units — specially designed for industrial use —can be 
grouped to fit any need. Also designed for quick, easy 
expansion or rearrangement. Get details on this new 





cI 


lel | (SITING WHOLESALER. John M. 


BELL Industrial Sound Equipment. 
Kies, left, application manager for 
ESCO, San Francisco, on vacation, 


BELL SOUND SYSTEM, Inc. 
d ops in to see Charles Dorsch, sales 


nanager of Willie Electric Supply, 1197 Essex Ave., Columbus 3, Ohio 
n be \'odesto, Calif. | Export Office: 4900 Euclid Ave., Cleveland 3, Ohio 
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Pioneers in 


LIGHTING EQUIPMENT 


aries 


... Now making deliveries from the 
new No. 47 catalog 


We can assure you of reasonably prompt deliveries on 
over 60 of our fastest-selling pre-war lamps and brackets. 


You'll find many of these items improved both in design 
and styling. They're all made to Faries' high standard 
of quality. 


and for 1946 


Watch for an important Faries announcement 
early In 1946. There'll be many brand new devel- 
opments in both incandescent and fluorescent 
desk lamps, clamp-on lamps and floor lamps 

. including special designs for the ‘'circline'’ 
and "slimline" fluorescents. A line you'll be 
proud to sell! 





Write for your copy of No. 47 Catalog TODAY! 


Illustrates over 60 fast-selling numbers available now. Cash-in on 
the pent-up demand for lamps and brackets. 


FARIES MFG. CO. icine: 








The PLAN Behind The PRODUCTS 





PROTECTED Profits! 
Aggressive PROMOTION! 
Distinguished DESIGN! 


the NAME WOMEN KNOW! 


Liven housewares sales with this cone 
sumer-accepted “best seller”! Fair-traded 
for FULL profits, backed by potent 
advertising in leading magazines, made 
with PYREX brand glass—and priced 
LOW to sell QUICKLY. 





DIN A CLASS BY ITSELF! 
poe FREE! 


DUTCH fisie** ——esrenser 
The biggest “LITTLE” thing STOrS ome 
in coffee makers! Can't fall ti de 
out; no cloth or paper; virtu- rELLS the 
ally unbreakable; fits ALL ae, 
standard makes. It’s R-E-D MAKES the 
HOT! 


sale! 


VACULATOR - CHICAGO 6, U.S.A. 


+ 





er 


WITH The Van Meter Co., electrical 
wholesalers at Cedar Rapids, Iowa. 
Ray P. Goodwater, left, is back as 
assistant purchasing manager after an 
absence of 1% years. Ronald fF. 
Thompson, who came from American 
Photo Copy, Chicago, will be in charge 
of shipping and receiving and the 
warehouse. 





OPA Hears Ingraham 
On Appliance Pricing 


At the hearing for electrical appliance 
specialty distributors, called by the OPA 
on September 19th, at Washington, Mr 
E. B. Ingraham, President of the Times 
Appliance Company, Inc., New York 
City, submitted an argument against the 
validity of OPA’s price absorption policy 
Mr. Ingraham referred directly, in a pre- 
pared “Statement on Electrical Specialty 
Appliance Distribution,” to a report en- 
titled “Price Control, Costs and Business 
Profits,” presented at hearings before the 
Congressional Banking and Currency 
Committees last March. Mr. Ingraham’ 
statement was a rebuttal of the conten- 
tions and conclusions presented by the 
OPA in that report. 


MANUFACTURERS’ 
SALES PROMOTING 
CAMPAIGNS 


GITS MOLDING CORPORATION, 
Chicago, is launching the first part of 
an extensive consumer and point-of-sale 
program for its two styles of unbreak- 
able plastic flashlights. A 7-color, cut- 
out display easel featuring the flash- 
lights is now being prepared. The dis- 
play, “nearly four feet high” is made 
of rigid, heavy cardboard for use on the 
counter, in windows, or standing on the 
floor. It will be sent to dealers through 
the cooperation of Gits jobbers. 

The point-of-sale branch of the Gits 
promotional campaign supports the ele- 


manage 
harge ¢ 
ng Di 
ointed 
onal-h 
ington, 
ion; J 
jivisiot 
ynehr 
notor | 
E. A 
een OF 
eturns 
ral ass 
ead, 1 
rmed 
Ir. He 
iotor § 
m chat 
romot 
harge 
tatistic 


vated and subway poster campaign in- hic 
augurated recently in several of the’ 


country’s major markets. 
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Personnel Changes 


t GE Motor Div. 


The Motor Division of General Elec- 
ric’s Apparatus Department has been re- 
ganized, according to an announcement 
y K. H. Runkle, manager of the Indus- 
rial Divisions, Schenectady, N. Y. In 
iew of the large volume of electric 
tor business, and the advisability of 





regating it into a natural arrangement 
operating units, the Motor Division is 
separated into four Divisions and 
ne section. 

W. H. Henry, formerly manager of the 





fotor Division, is appointed assistant 











ce Pmanager of the Industrial Divisions in 

he Bharge of the motor business. The follow- PROFIT 
ng Division managers have been ap- e 
hointed: A. W. Bartling, manager Frac- if it’s you want 

=e Bional-hp Motor Division; Elliott Har- : ; ; Raf ; 
ington, manager Induction Motor Divi- HOLDENIline Chan’!-Run Industrial Lighting Equipment is the 
ion; J. T. Farrell, manager D-C Motor answer to the dealer who wants a good profit on his fluorescent 
iden: oa th. he, Wiis: wenanaies lighting business. @ It’s a line easy to sell—and it stays sold. The 
ynchronous, Large D-C, and Gaam. customer recognizes its many advantages and you get profitable 
alias! WitatiRaia: repeat sales. @ Standardize on HOLDENIine Chan’l-Run and 

ancefe E. A. Green, who during the war has watch your profit picture improve! 

)PAMeen on war manufacturing assignments, SOLD ONLY THROUGH WHOLESALERS 

Mr. @cturns to the motor organization as gen- Catalog B-45, sent on request, will give you a clue 

mes @Tal assistant to Mr. Henry. D. E. Moor- 

Zorkgpead, who recently returned from the | 

thefprmed forces, is appointed assistant to | 

licy.@!'. Henry to give particular attention to | Pioneers in Fluorescent Equipment 

pre notor sales activities. O. F. Vea continues | 1960 EAST 57TH STREET » CLEVELAND 3, OHIO 

jaltyae: charge of the motor marketing and 

m romotion section, and A. A. Merrill in = 

ness arge of forecasting, order budgets and 

. the Ptatistics group for all motor lines 

ency 

am’s 

iten- 

the 

















OBITUARIES 





WHEN YOU HANDLE INTER-COMM THAT 
t. Col. James A. Ramsey 


i “a e a” 
Lt. Col. James A. Ramsey, New | Has D 
ingland district manager of the Gen- | 


tral Electric Company’s Appliance & 
ferchandising Dept., died recently at 
he Walter Reed Hospital in Washing- | 
on, D. C., as a direct result of injuries 
eceived in London, England. 





Talk-A-Phone, the world’s most complete and highly 
perfected line of inter-communication fully meets 
the most exacting demands of convenience and 





\t the time Colonel Ramsey was in- | fault-free operation. It “Has Everything”... lacks 
ured, he was serving with the 8th | nothing that is desirable in beauty of design and 
my Air Force. Because his injuries finish . . . efficiency and bed-rock economy of op- 


id not then appear serious, he was 


ubsequently assigned to the United eration. 
tates for special duty. Complications Talk-A-Phone is easy to in- 
t in as a result of the original in- stall and stays sold. A trade 


s and he was confined to the hos- | 

ital several months prior to his death. 
graduate of the University of 
fornia in 1917, Colonel Ramsey 


d GE in 1930. 


getter that makes friends and 
builds business. Your sales 
rights definitely protected. 
Write or wire for details and 
catalog listing a unit for ev- 
ery requirement. Address 









Acnneth F. Miller 


Dept. IA. 
‘nneth F. Miller, sales manager of the 
mitheraft Lighting Division of the A. 
Smith Iron Works, Chelsea, Mass., 


suddenly at his home in Little’s Talk-A-Phone Mfg. Co. 


t, Swampscott, October 14, 1945. 1512 So. Pulaski Rd. Chicago 23, Ill. 


e was well known throughout the 
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Pats. Pending 


@ The BAKER Fiash is the revolutionary gun-type soldering 
‘fon that answers industry’s demand for a FASTER, HANDIER 
end MORE EFFICIENT tool! 

The tip flashes to soldering heat almost instantly following 
pressure on the trigger control. Correct temperature for most 
efficient work is easily maintained, over-heating and unnecessary 
oxydation avoided, cleaning and re-tinning time saved. 

Natural gun grip; cool, protected plastic handle; light weight; 
perfect balance—these are advantages that make the BAKER 
Flash extremely easy to use, ideal for work in close places. 

Completely equipped for immediate operation from 110-volt 
transformer or from standard storage battery. 


Distributors — write or wire for complete information 


BAKER-PHILLIPS COMPANY 


MINNEAPOLIS 8, MINNESOTA 


3017 LYNDALE AVE. SO. 


FAST HEATING... 
FAST HANDLING 


FAST SELLING! 


YOU CAN SELL 
iT NOW! 











With reconversion well ad- 
vanced, shipments of GARCY 
equipment for general and speci- 








fic lighting are proceeding at an 
ever increasing pace. Catalogs 
are available. Write for your 

















copies. 

















PROMPT 
SHIPMENT 


Strip ‘ightins 
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OGDEN BLVD.&S.TALMAN AVE. . . . « CHICAGO 8, ILL. 
New York Office—600 Broadway 


eet GARDEN CITY PLATING & MFG. CO., INC. 
83 











electrical industry for many years hay- 
ing been connected with the lamp ce 
partment of the Westinghouse Electric 
& Mfg. Co., and the Champion Larmp 
Works. 

He was prominent throughout New 
England in aviation and yachting circ! 
Prior to the war he served in the Aux 
iary Coast Guard and Offshore Patrol 
and during the war served as a lieuten: 
in the Civil Air Patrol. 


W. H. C. Smith 


W. H. C. Smith, General Electric wire 
and cable expert who retired a few years 
ago after nearly 40 years of service, dicd 
recently at his home in Devon, Conn. 

Mr. Smith’s association with G. E. | 
gan in 1900 at the Schenectady Works 
The first price list for varnished cambri 
insulated cables is credited to him. 

During ensuing years, Mr. Smith t 
came wire and cable specialist. In 1923, 
when the production of building wires 
and cables, portable cords, etc., was 
transferred to Bridgeport, he came along 
as manager of wire and cable sales. His 
close interest in wire and cable manufac- 
ture and sales continued through his long 
association with G.E. 

Longtime member of the building wirt 
group of the National Electric Manufac 
turers’ Assn. Mr. Smith served at variou 
times as vice-chairman of the group. He 
also was on the advisory committee of 
the approved cord movement for many 
years. 

In 1936 Mr. Smith became assistant to 
J. H. Crawford, manager of sales for the 
Construction Materials Division of Gen- 
eral Electric. It was from this position 
that he retired in 1939. 


ASSOCIATION NEWS 





CHICAGO—The Electric Association of 
Chicago sponsored a radio and electrical 
appliance show in the Electric Shop at 
72 West Adams St. which began on Octo- 
ber 1 and continued through the month 
of October and into November. The Com- 
monwealth Edison Co. contributed the 
space, erected the booths, and lettered the 
signs. No charge was made for space 
The show received plenty of newspaper 
advertising, radio announcements and 
other publicity, and was supported by 
manufacturers, wholesalers, distributors 
and dealers. 


Radio and Appliance Dealer Group 
At the meeting of the Board of Direc- 
tors of the Electric Association, sixty 
new applications for membership in the 
newly organized Radio and Appliance 
Dealer Group were approved, making a 
total of 261 members. Discussing prob- 
lems that might have early consideration, 
the subject of “Store Modernization” 
seemed a definite objective. 
Electrical Maintenance Engineers 
The EME had an unexpectedly large 
attendance at the last of the season’s golf 
tournaments at Cog Hill Country Club 
There was a fine dinner following golf 
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the usual generous distribution of 
es. The fall and winter season of 


regular meetings opened on Monday, Oct. 


when Dr. Phillips Thomas of West- 
ighouse Electric Corp., presented “Ad- 
tures in Research.” 
Women’s Division 
he Women’s Division recently opened 
1945-46 season with ‘“President’s 
cht.” Mr. W. T. Reace, president of 
Electric Association, welcomed the 
nbers and outlined to them the great 


ssibilities for the Women’s Division in 
immediate future. 
New Members 
New members of the Electric Associa- 
1 in the wholesaler and specialty dis- 


butor group are: Affiliated Manufac- 
rers, 166 W. Van Buren St.; Electric 


Supply Corp., 705 W. Jackson Blvd.; 


larlo Electrical Supply Co., 3907 W. 
fadison St.; The Major Home Appliance 
'0., 666 Lake Shore Drive; Maytag-Chi- 
zo Co., 1230 S. Western Ave.; and 


Walter Nye Co., 1492 Merchandise Mart 


NEW ORLEANS—The Radio Division 
f the Electrical Association of New 
irleans, in cooperation with the Radio 
Dealers Association of New Orleans, 
eld a special dinner meeting at which 
ver one hundred and twenty were pres- 
nt. Members and guests enjoyed a splen- 
id meal, followed by a most interesting 


talk on radio and television, entitled “To- 


lay and Tomorrow,” by John Otter, sales 


manager, Philco Corp. Mr. Otter gave 


1 enthusiastic picture of the immediate 
iture of radio, FM and television. 
Mr. Warnick, as president of the Radio 
ealers Assn., acted as chairman for the 
lio section of the meeting. Mr. War- 
introduced representatives of the 
io stations in New Orleans, each of 
ym made a few brief comments out- 
ning his station’s plans for strengthen- 
the position of the radio and tele- 
on broadcasting business in this area 
Annual Golf Tournament and Out- 
of the Electrical Association was held 
ntly for members and guests at the 
lonial Golf Club 
‘he association also reported participa- 
in an important and timely “Lighting” 
ner meeting that was held at the Jung 
Hotel under joint sponsorship of the 
Louisiana Architects Association, Ameri- 
Institute of Architects, and Itlumi- 
ng Engineering Society of New Or- 
s. The speaker was Frank B. Lee, 
rict engineer, Lamp Dept., GE Com- 
y, St. Louis, Mo., who lectured on 
ting for “Peace and Progress.” The 
ure was based on a presentation by 
rd Harrison, director, Nela Park En- 
eering Div. New concepts in illumina- 
were discussed, hot-cold cathode 
e demonstrated, and new lamps were 
wn 











LIGHTING UNITS 


The Right Line for any outdoor 
jestemetiog «=< « = su 


Outdoor lighting is becoming increasingly more 


important and this means more business from the 


sale of proper units. QUAD can bring a good 


share of that outdoor lighting business your way. 
We have units for most effective lighting of in- 


dustrial grounds, warehouses, loading platforms, 
playgrounds, city parks, driveways, garages, ex- 


teriors, and farm yards. 


Regardless of the need, there is a QUAD unit 
ideally suited to the application. QUAD units 
produce the quality and quantity of lighting to 


best suit your customers’ requirements. 


We have a very complete catalog of all QUAD 


lighting units—get your copy and get your share 
of this good business. 





QUADRANGLE MFG. CO. 








32 S. PEORIA ST. 


CHICAGO, ILL. 
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Insist on 


‘ADVANCE’ BALLASTS 3 


on all lighting equipmen. 





“ADVANCE” BALLASTS EXCEL 


IN QUIET OPERATION, high efficiency 


performance, low replacement cost and long life.. They permit 


easy installation in fixtures where only a limited space is 


allowed for ballasts. 


Designed by expert lighting engineers 


and approved by Underwriters Laboratories, “Advance” bal- 


lasts are the answer to all fluorescent lighting problems. 
LARGE MANUFACTURERS OF LIGHTING FIXTURES 
USE “ADVANCE” BALLASTS—so insist on this quality 


ballast on the equipment YOU buy. 


DEPT. - W 


ADVANCE Transformer Company 


1161 W. Madison Street 





Chicago 7, Ill. 














































MOLTIPLE UNIT 
plugs 


and receptacles 


3 unit sectional 
view. 


59992 


1, 2, 3, 4, 6, 8 pole = contact units. 


Any combination, 2 to 
32 poles, for thermocouples, 
sound equipment, remote con- 
trols, lighting and motor wir- 
ing. Interchangeable contact 
units—1 to 8 poles—can be as- 
sembled in 2, 3, or 4 unit plug 
shells and receptacle housings 
to make any desired combina- 
tion of circuits. Equipment can 
be arranged with the protected 
female contact units in either 
plug or receptacle, for safety in 
line side of the circuit. Ground 
protection is provided. A full 
line of plug shells, cable con- 
nectors, and standard recepta- 
cles allows the widest range of 
assembly combinations, to meet 
any needs. Consult your Pylet 
catalog for complete specifica- 
tions. 


THE PYLE-NATIONAL COMPANY 


1352 N. Kostner Avenue, Chicago 51, Illinois 
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| MILWAUKEE—The Executive Com- 
| mittee of the Wisconsin Radio Refrigera- 
| tion & Appliance Association voted unan- 


| imously at a recent meeting to revive the | 


association on a dues-paying basis as of 
| January 1, 1946. 
The association office pledged an im- 
| mediate start on the job of rebuilding the 
membership roster and getting other re- 
| organization work under way. 
It was voted that the 1946 
should be launched in early January with 
dinner, to be followed with 
also voted that business 
should be 


program 


an evening 
entertainment. It 
association 


meetings of the 


held every two months. 


An interesting radio program was pre- 


sented over Milwaukee Stations for Oc- | 
| tober on reconversion as it touches ap- | 


| pliances. Frank W. Greusel, district mana- 


ger of the War Production Board in Mil- | 
| waukee, told what the score was in the 


| reconversion of appliances. 


} 


| PHILADELPHIA—The Electrical As- 


sociation of Philadelphia held an elec- | 


| trical dealer get-together dinner at the | 


3ellevue-Stratford Hotel which attracted 
| a record-breaking turnout of appliance 
| dealers and their as well as rep- 
distributor organizations. 
The huge attendance totaling 1,262 filled 
every available space in the ballroom, the 
balcony and overflowed into the foyer. 


wives, 


| resentatives of 


fold purpose. First, to make known to all 
appliance dealers in the territory the new 
dealer organization set-up recently devel- 
oped and, second, with “Electric Living” 
as the theme, to give the dealers an in- 
sight into what they might expect from 
the period we are now entering. 

Howard I. Miller, president of the as- 
sociation, opened the meeting by welcom- 
ing the assembled guests. He was fol- 
lowed by H. P. Liversidge, president, 
Philadelphia Electric Co., who inspired 
his hearers with the possibilities of their 
future market and congratulated the deal- 
ers upon the structure and objectives of 
their own new organization. 

The next speaker, Arthur Rosen, chair- 
man, Retail Appliance Dealers Division, 
outlined in detail the “Organization and 
procedure” from the Retail Appliance 
Dealers Division of the Electric Associa- 
tion, together with its objectives. 

John A. Morrison, managing director, 
Electric Association, gave a brief resume 
of the history and results of the Electric 
| Appliance Service Plan which, under the 
| sponsorship of the Electrical Association 
kept millions of 
appliances 





during the war period, 

| vitally 
in the Philadelphia territory. 

George E. Whitwell devoted his re- 

| marks to the subject of “Electric Living.” 


necessary functioning 
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The dinner was served at 7 o’clock and 
the meeting which followed had a two- | 





THIS EYE-CATCHING 
BURGESS 
CAMPAIGN 


makes 16,000,000 favorable im. 
pressions and sells batteries to 
readers of 24 leading magazine:;! 

And Hardware Retailer, Radio and 
Television Retailing and Sporting Gooc's 
Dealer tell the story to your dealer- 


customers! 








says 


HOMER G. SNOOPSHAW 


YOUR FLASHLIGHT 


BURGESS 
BATTERIES 


RECOGNIZED BY THEIR 
STRIPES © REMEMBERED 
BY THEIR SERVICE 

















a 
4) ove 









































945 





ONSULT your P&S Catalog 

for your switch requirements. 
P&S-Despard Switches (compact- 
ly designed for use where space 
is limited or for combination use) 
are T-rated — specification type 
—in every respect. Use them in 
combinations of two or three — 
with outlets, pilots or night lights 
— on box covers. Use the 1815-D 
Line for one-to-a-box installa- 
tions. 
Over fifty years experience in 
the design and manufacture of 
electrical wiring devices is your 
assurance that P&S Switches are 
good. 


Send for your copy of the P&S Catalog. 
Sold Through Electrical Wholesalers 





PASS & SEYMOUR, INC. 


SYRACUSE 9, N.Y. 
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BALTIMORE—The Electrical Manufac- 
turers Representatives Association, Inc. 
has recently celebrated its twenty-first 
birthday. The association was founded in 
October, 1924. For the past nine years 
EMRA has issued news bulletins to its 
members and is now proud to announce 
its 10th Volume, No. 1 as of the October 
bulletin. 

The 1946 Lighting Show Committee 
consists of R. J. Burgess, chairman; 
Butts; McCourt; Murphy; and Mont- 
gomery. 





KANSAS CITY—tThe Electric Asso- 
ciation of Kansas City recently held a 
luncheon meeting in the Aztec Room of 
the Hotel President. L. L. Walters, di- 
rector of the Bureau of Business Re- 
search, University of Kansas, discussed 
“The Outlook for Employment and In- 
dustry in Kansas.” 

The association reports that “Kansas 
withstood an adverse trend in industry 
and employment from 1920 to 1940. Then 
came the war boom and Kansas became 
the tenth highest in war contracts in the 
United States. It stood the highest in 
this bracket for the entire middlewest.” 

Mr. Waters told why this industrial 
shift occurred and what it would mean 
to the local industry. 













































FLASHLIGHT 
BATTERIES 


CARTRIDGE 
FUSES 














SOLAR ELECTRIC 
CORPORATION 


WARREN, PENNSYLVANIA 





















LINKS LOCKED INTO CIRCUIT 


NON-HEATING 


CONTACTS 








Keep Motors Humming 


SS 
100% Quality 


APPROVED BY UNDERWRITERS 
Mfr's. Agents Territory Open 


WARE BROTHERS 


4420 W. Lake St. 


Chicago 24, Ill. 





























It's Easy to pick the 
right CABLE TAP — 


from the Complete line 
You'll find the widest variety of 
parallel and 90° taps, combina- 
tions, and gutter taps—in a 
range of sizes up to 1,000,000 
cm. Insulating Bakelite covers 
can be furnished for all types. 


Single 90° Tap from 


main conductor. 






Combination Tap, one branch 
parallel to main, one at 90°. 





2-Way 
Gutter Tap. 







Bakelite Covers 
can be furnished 
for all types of 
Penn-Union cable 
taps. 


nl co | 3-Way; contin- 
uous main and 
two separate 
branches. 


Also a complete line of Service 
Connectors, Terminals, Tees, 
Straight and Parallel Connec- 
tors, Grounding Connectors, etc. 
— every good type of conductor 
fitting. And every one is accu- 
rately made, thoroughly 
tested — dependable. 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


Conductor Fittings 
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DETROIT—At a recent meeting of the 
Electrical Association of Detroit, William 
Guinan, executive director of the Builders 
Association of Metropolitan Detroit, was 
the principal speaker. Important men from 


other branches of the building industry 


also addressed the members of the asso- 


ciation at this meeting 

The association is embarking upon a 
program of promotion for adequate home 
wiring. The campaign of promotion is 
based on two simple thoughts. “1. That an 
adequately wired home is worth more 


today. 2. That a home wired under our 
specifications will be worth more tomor- 
| row.” 
| It was also reported that in the near 
future the association will receive copies 
of some advertisements that are being 
run by the Detroit Edison Company. They 
are being paid by the Edison Co. ‘but 
will carry a running story that the Edison 
Company endorses the program of the 
Electrical Association of Detroit. The 
theme of the Edison copy will be “There 
Isn’t Always Room for One More” and 
the campaign will run in many of the 
papers that cover all groups who have an 
interest in selling better homes and more 
of them. 


The special committee for the Return- 





ing Veterans—and Jobs turned in a com- 


prehensive report on this subject. Their 


report to the Board of Governors covered 
three points : 


“1. That a general survey of all types 


of jobs in the industry should be made. 
2. That a satisfactory registration plan 


be designed and carried out by all sec- 


tions of the industry. 3. That certain 
training programs should be devised for 
| those jobs that show greatest possibilities 
for jobs.” 


The association has decided on a 
Thursday Noon Drop-In Lunch. Each 


and every Thursday, members of the as- 
sociation and their friends are asked to 
join the electrical boys for lunch at the 
Grill Room of the Webster Hall from 
12:00 to 12:30. Lunch will be from 65c 
up and each member is to pay his own. 


PITTSBURGH— The Pittsburgh Whole- 
| salers. Merchants Association, a division 
of the Pittsburgh Chamber of Commerce, 
has elected as president, Louis Braden, 
who heads the J. A. Williams Co. 

Other officers chosen at the recent elec- 





tion were: bs W Johnson, first vice presi- 


dent: Ivan Half, second vice president; C. 
R. Showalter, treasurer; E. M. Marks, 
secretary ; G. R. Aufderheid, Howard De- 
walt, Cy E. Lewis, Donald C. Scully, 
Ralph Arnold, Leroy Williams, and 
Frank M. Weikal, directors. 

The association has chosen March 4, 


5, and 6 as the dates for its tenth annual 
merchandise mart to be held in the Wil- 
liam Penn Hotel. 
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SCREW 
KNOBS 








NAIL KNOBS 





— 2235, . 


ELECTRIC FENCE 
INSULATORS 





Send for samples 
...and compare 
Universal quality. 


THE UNIVERSAL 
CLAY PRODUCTS CO. 


1549 East First St., Sandusky, Ohio 


























FOR 
IMMEDIATE 
SHIPMENT 
JACKSON 


VAPOR PROOF UNITS 


naw made in Aluminum 














2800-2804 No.28 


@No. 2800 has a cast aluminum hood 
tapped for 12" pipe. For 60-100 watt 


lamp. 

@ The 2804 for 150-200 wat lamp. 

@ The 2802 is an outlet box type and can 
be mounted on either a 31/4" or 4"’ box. 
For 60-100 watt lamp. 


@ Sold only thru Electrical Wholesalers. 
@ Manufacturer of Lighting Equipment. 
JACKSON 


ELECTRICAL COMPANY 
900-910 W. Van Buren St., Chicago 7, Ill. 




















JOB AHEAD 


...and were equal to it! 





Each day we are shipping 






more for civilian use. 































v 

* 
cornish 
WIRE COMPANY, wc 


15 Park Row, 
New York City 


Van 
¥ 
ft 
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MORE FACTS 
ON PRODUCTS 























Air-Circulators— Bulletin 237, published 
by the Reynolds Electric Co. of Chi- 
cago, illustrates and describes the 
company’s “Radi-Aire” circulators with 
sketches of actual applications of its 
product in restaurants, beauty shops, 
offices, and in the home. 
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Electrical Tools—Bulletin No. 15, 
issued by the Lead-All Products Co. 
of New York City, describes and illus- 
trates the company’s production wire 
stripper machine, motor driven screw 
drivers, cutting shears, and hand strip- 
ping machines. 


When writing 
mention 
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Electrical Equipment—Bulletin GEA- 
4371, recently issued by the General 
Electric Co., Schenectady, N. Y., con- 
tains illustrations and descriptive data 
on the company’s cut-off register con- 
trol for paper fabricating and packag- 
ing machines. Bulletin GEA-4322, 24 
pages, describes and illustrates the 
company’s electrical equipment such 
as motors and controls, electric heat- 
ing units and devices, laboratory prod- 
ucts, photoelectric relays, etc., avail- 
able for coordinating all processing 
operations in the food industry. 








When writing 
mention 
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Electronic Tube—A 24-page 
tion (ETI-21) on the ignition tube 
manufactured by the General Electric 
Co., Schenectady, N. Y., describes the 
operating characteristics and perform- 
ance ratings of the ignition tube types 
with an explanation of how they are 
used in welding circuits and for power 
rectifications. 


publica 





When writing 
mention 
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Photographic and Projection Lamps— 
Westinghouse Electric Corp. of Bloom- 
field N. J. has recently announced a 
20-page booklet, A-4754, describing its 
line of photographic and _ projection 
lamps. It gives practical application in- 
formation concerning photoflash, 
photoflood, color photography, spot- 
light, fluorescent, etc., and contains spe- 
cification tables for quick selection. 


When writing 
mentior 
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HERE’S THE 
FALL DEA 


This is the kind of display- 
dispenser YOU have been 
waiting for. A real ‘'drive’ 
can be made in your store if 
YOU will properly place 


several of these units. 


GET YOURS NOW 
Deal “C-D” 


This is a miniature of the wooden 
It’s beautiful. It will 
move lamps. It’s a small unit packed 


floor display. 


deal. 

Quant. Watts List Total 
12 40 S .25 $3.00 
36 60 28 9.00 
36 100 25 9.00 

6 150 45 2.70 
6 50-100-I150 .75 4.50 
Total List $28.20 


FULL DISCOUNT APPLIES 
ASK YOUR WHOLESALER 


Write TODAY if YOU wish to see 
a full-color reproduction of the dis- 
play before buying. 


VERD-A-RAY 


TOLEDO 5, OHIO 











TOP 
QUALITY 








Mr. Tops, the 
Paragon symbol 
of top quality. 


POULTRY HOUSE 
TIME CONTROLS 


Here are two first quality Poultry House 
Time Controls. Paragon “PS” models are 
designed for both morning and evening 
lighting, with dimming period for roosting. 
The Paragon Model 301 is designed essen- 
tially for morning lighting only. It is a heavy 
duty, industrial type time switch adaptable 
to poultry house lighting. 


Model "'PS” 
for 
Morning 
and 
Evening 
Lighting 





Model 301 
for 
Morning 
Lighting 
Only 





Send for 
tuthoritative Gulletin 


Paragon has prepared a 4-page, 2 color 
bulletin containing authoritative informa- 
tion relative to poultry house lighting con- 
trol. It summarizes the recommendations of 
leading poultry authorities and gives com- 
plete data regarding the wide range of 
Paragon poultry house time switches. Send 
for a supply to distribute among your deal- 
ers and power companies. 


PARAGON ELECTRIC COMPANY 


715 Old Colony Building © Chicago 5, Illinois 














Appliances—A book entitled, “Your 
G-E Appliance Store,” published by 
the General Electric Co. of Bridgeport, 
Conn., offers concrete suggestions for 
the unfied design of the five basic types 
of retail appliance stores. It suggests 
various store front arrangements, 
where to locate a new appliance store, 
how much space to allow for appliance 
display stock, how to use light to boost 
sales, ete. 


When writing 
mention 
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Bactericidal Equipment — Catalog 845 
entitled “Disinfectaire” is produced by 
the Art Metal Company of Cleveland, 
Ohio. It contains non-technical infor- 
mation on bactericidal ultraviolet, ex- 
plains the nature of air-borne bacteria 
and includes installation data needed 
for both health and product applica- 
tion. 





When writing 
mention 
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Ballasts—A four-page bulletin, 611- 
01, describing the “Amertran” ballasts 
for fluorescent lighting and bactericidal 
lamps, is published by the American 
l'ransformer Co., Newark, N. J. The 
bulletin includes a price list showing 
the various types, sizes and ratings. It 
also lists power factors, circuit volt- 
ages, shipping information, list prices, 
and other pertinent data. 


When writing 
mention 
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Motor Control — Bulletin GEA-4368 
describes and illustrates the a-c mag- 
netic reversing starters, CR7009 sizes 
0 and 1, as manufactured by the Gen- 
eral Electric Co., of Schenectady, N. Y. 


When writing 
mention 
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H.R. KREUTTER has joined Lind- 
say and Morgan Co., Savannah, Ga., as 
manager of the service department. 
Mr. Kreutter is an electrical engineer 
who has been with the General Elec- 
tric Company since 1935. 
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NALCO INFRA-RED RAY 


(Carbon Filament) 








For Radiant Energy, Baking and Drying 
YOU can sell Nalco Dritherm Lamps for efficient ro. 
sults . . available in Inside Silvered (self-reflecting 
or Clear glass types. 

Learn all of the sales advantages in featuring th 
Nalco Carbon Filament Lamps for the Infra-Red proves 
— Write for your free copy of “Drying Problems Mak 
Easy” today. 


North American Electric Lamp Co. 


1034 Tyler Street St. Louls 6, Missouri 














LEGAL NOTICE 








STATEMENT OF THE OWNERSHIP, MANAGEMENT 
CIRCULATION, ETC., REQUIRED BY THE 
ACTS OF CONGRESS OF AUGUST 24, 

1912, AND MARCH 3, 1933 
Of Wholesaler’s Salesman, published Monthly at Chi 

cago, Illinois, for October 1, 1945. 
State of New York } 
County of New York | 

Before me, a Notary Public in and for the State ani 
county aforesaid, personally appeared J. A. Gerardi, who 
having been duly sworn according to law, deposes and 
says that he is the Secretary of the McGraw-Hill Pub 
lishing Company, Inc., publishers of Wholesaler’s Sales- 
man, and that the following is, to the best of his knowl- 
edge and belief, a true statement of the ownership, man 
etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of March 3 
1933, embodied in section 537, Postal Laws and Regu 
lations, to wit: 

1. That the name and address of the publisher, editor 
managing editor, and business manager is: Publisher 
McGraw-Hill Publishing Company, Inc.; Editor, O. Fred 
Rost; Managing Editor, Howard J. Emerson; Business 
Manager, O. Fred. Rost, all of 330 West 42nd Street 
New York 18, N. Y 


2. That the owner is: 














agement, 











McGraw-Hill Publishing Com 
pany, Inc., 330 West 42nd Street, New York City 
Stockholders holding 1% or more of stock: James H 
McGraw: James H. McGraw, Jr.; James H. McGraw, Jr 
Curtis W. McGraw and Edwin S. Wilsey, Trustees for 
Harold W. McGraw; James H. McGraw, Jr.; Donald C 
McGraw; Curtis W. McGraw, all of 330 West 42nd Street, J 
New York City; Edwin S. Wilsey and Curtis W. McGraw 
Trustees for James H. McGraw, 3rd, Madison, New Jersey 
Curtis W. McGraw, 330 West 42nd Street, New York City 
Donald C. McGraw, 330 West 42nd Street, New York City 
Mildred W. McGraw, Madison, New Jersey; Wilson ( 
Laucks, Spruce and Canal Sts., Reading, Pa.; Grace W 
Mehren, 73 No. Country Club Dr., Phoenix, Ariz; Mar 
garet Stump, 1418 Rose Virginia Rd., Wyomissing Park 
Reading, Pa. 

3. That the 
holders owning or holding 1 
mortgages, 











mortagees, and other — 
per cent or mor 
or other securitie 


known bondholders 





security 
of total amount of bonds, 





are: None. 

4. That the paragraphs next above, giving the 
names of the owners, stockholders, and security holders 
if any, contain not only the list of stockholders and se 
curity holders as they appear upon the books of the com 
pany but also, in cases where the stockholder or securit 
holder appears upon the books of the company as truste¢ 
or in any other fiduciary relation, the name of the person or 
corporation for whom such trustee is acting, is given; als 
that the said two paragraphs contain statements embracing 
affiant’s full knowledge and belief as to the circumstan 
and conditions under which stockholders and securit 
holders who do not appear upon the books of the company 
hold stock and securities in a capacity other 
than that of a bona fide owner; and this afflant has 
reason to believe that any other person, association, 
corporation has any interest direct or indirect in the said 
or other securities than as so stated by hi 

J. A. GERARDI, Secretary 
McGRAW-HILL PUBLISHING COMPANY, INC. 


subscribed before me this 20th day of 





two 










as trustees, 









bonds 





stock, 








Sworn to and 
September, 1945. 
[SEAL] 








ELVA G. MASLIN. 
(My commission expires March 30, 1946.) 
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PROFITABLE 


Opportunities for you 
with 


AUTOMATIC 
TIME CLOCKS 


Window Lights . . . Electrie and Gaseous Tube 
Signs . . . Apartment and Hetel Hall Lights... 
Billboards... Fleed Lighting... Poultry House 
Lighting... Linetype Machines... Pumps and 
Meters... Electric Refrigerater Defrosting... 
Time Leek Safes and Vaults... Street Lighting 
Systems... Traffie Signals... Signal and Alarm 
Systems ...Applianee Outlets. ..Water Soften- 
ing Equipment . . . Advertising Displays . 
Ventilating Systems . . . Attle and Exhaust Fans 

- Elestrie Fountains . . . Air Conditioning 
Equipment... Electrie Hot Water Heaters. . 
Compressors . . . Ol! Well Pumps... Battery 
Charging . . . Sprinkling Systems . . . Alrport 
Lighting... Chureh Bulletin Beards... Dicra- 
mas... Coal Stekers . . . Time Signals... 
Chemieulture . . . Paint Aglitaters... Blowers 
-«» Yard Lighting Systems... Bulletin Beards 
- » « Heat Treating . . . Panoramas . . . Con- 
veyers . . . Suburban Raliway Station Platferms 
. « « Chime Systems . . . Electrie Cookers . . . 
Fastery Lighting ... Elestrie Glue Pots... Park 
and Playgreund Lights... Gas and Ol! Heating 
Equipment . . . Plastle Melding . . . Seleneld 
Valves . . . Greenhouse Lights. 


Write for Information 
and Discounts 


AUTOMATIC 
Electric Manufacturing Co. 
TIME SWITCHES—FLASHERS 
MANKATO @ MINNESOTA 
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Electric Connectors—The Cannon Elec- 
tric Development Co. of Los Angeles, 
Calif., has published a revised addition 
of the “K” bulletin on electric connec- 
tors. It contains many photographs, 
dimensional sketches, application pic- 
tures and descriptive data on the com- 
pany’s “K” and “RK” plugs, recep- 
tacles, dust caps, junction shells, etc. 
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Lamp Bulbs—Twenty-four page bro- 
chure, M-5108, entitled “Big Jobs for 
Small Bulbs,” contains many illustrated 
suggestions for use of miniature lamp 
bulbs in illuminated dials, indicators 
of a wide variety, illuminated tools, 
household devices and appliances, safe- 
ty devices, toys, coin machines, etc. 
G.E. Lamp Dept., Nela Park, Cleve- 
land. 
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Parts—Tubing Seal-Cap, Inc., Los 
Angeles, Calif., announces’ publication 
of its bulletin No. 1 which explains its 
“Thredstamp” process—a_ process 
which makes possible the blanking, 
drawing, threading, serrating and 
swaging of a metal part in one opera- 
tion. 
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Scotch Electrical Insulating Tapes— 
The Minnesota, Mining and Mfg. Co. 
of St. Paul, Minn. has published a 20- 
page booklet that contains actual 
photographs of typical applications of 
its scotch electrical insulating tapes as 
used in the construction and installa- 
tion of electrical equipment. It also 
contains samples of acetate, paper, cot- 
ton cloth and glass cloth backed scotch 
tapes. 
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Steel—“Know Your Steel When You 
Build or Remodel,” is the title of a 
24-page booklet recently published by 
the American Rolling Mill Co., Middle- 
town, Ohio. It describes the uses of 
special-purpose sheets steels in build- 
ing construction, built-in equipment 
and appliances. 
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Street Lighting Maintenance—A street 
lighting maintenance booklet, B-3455, 
entitled “Hints on Lighting Mainten- 
ance,’ has been issued by the Lighting 
Division of the Westinghouse Electric 
Corp. This 24-page booklet outlines 
simple maintenance procedures that re- 
sult in maximum utilization of the 
street lighting system, suggests meth 
ods of cleaning, lists available cleaning 
powders, discusses group lamp replace 
ment plans, and contains maintenance 
check charts for quick reference. 
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CALL FOR 


TOASTSWELL 


You'll Soon Be Selling 
"AMERICA'S BEST" J 


ES, the very moment that we can 

get into production, you will once 
more be able to get all the TOASTS- 
WELL Toasters you can sell. 


Then you'll make some real profits 
with TOASTSWELL—for every house- 
wife will want this Super-Silent Fully 
Automatic Toaster that makes such 
amazingly delicious toast, with all 
slices toasted absolutely uniform. 


Here is the toaster that “toasts well’ 
and VSELLS WELL!” 


THE TOASTSWELL COMPANY 
620 Tower Grove Ave. ® St. Lovis 10, Mo. 


iToastowell 


. ®) T 
EITHER WAY You LOOK wr @ 
TOASTS-WELL OR “TOAST-SWEL 





PANEL 
GUTTERTAP 


FRANKEL 
m CONNECTOR CO. 
mew YORK 


Designed for use in gutter of panel box. 
A Connector with Bakelite insulating cover 
which connects a branch cable to a main 
cable. Simple, compact construction pro- 
vides for quick installation within limited 
space conditions. Its smooth shape makes 
it easy to tape if used without cover. Ask 
for catalog No. 4-C. 


FRANKEL CONNECTOR CO. 


New York 13, N. Y. 


25 Vestry Street ©® 








ALLEN 
FLUXES 


AND 


SODERS 


The Answer to your 


customer sodering problem 


L. B. ALLEN CO., Inc. 


6731 BRYN MAWR AVE. 
CHICAGO 31, U. S. A. 














ANYTHING 
ELECTRICAL 
ON & OFF 
REGULARLY 


miele. 
CLOCK 


The TORK CLOCK CO., Inc. 


MOUNT VERNON, NEW YORK 
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MeGraw Elec. Co.......c2¢- 
Toastswell Company, The 
TE WE i sn e's i wis os we oan 
Trico Puse Mile: Co... 2.06606. 
U 


United States Rubber Co... . .; 
Universal Clay Products Co., The 


Vaculator 
Verd-A-Ray Corporation 
W 
Wakefield Brass Co., 
Walker Brothers 
Ware Brothers 
Watco Engineering, Inc 
Webster Electric Co........... 
Westinghouse Electric Corp. 


(Lamp Div.) 
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